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Get the best coverage for your advertising dol- 
lars. Follow the lead of hundreds of alert na- 
tional advertisers ... who are spotting their TV 
advertising where it works most effectively —on 
these great stations. 


Portland, Ore. 

Providence 

Raleigh-Durham 

Flint-Bay City Rochester 

Television Division - Houston Sacramento 
San Antonio 


dward Petry & Co., Inc. : nes KFWB San Die 


—" — : WNEP-TV .Scranton-Wilkes Barre 
The Original Station 


5) Representative KSTP-TV .. .Minneapolis-St. Paul 
Nashville 


W YORK + CHICAGO + ATLANTA * BOSTON * DALLAS * DETROIT + LOS ANGELES » SAN FRANCISCO « ST. LOUIS 


























Ju Lanai 


TO THE NATION —In this space ... over the last twelve 


months, we have been talking about Houston. Our advertisements 
have tried to show the scope and importance of the Houston 
market, and the vital place that our station occupies in that market. 


Now as we begin our sixth year of operation, we give a grateful 
salute to the entire television industry and to the vital place that 
it occupies in the nation’s life. We are proud to be a part of that 
industry, and we here reaffirm our belief in its basic components. 





We believe that a free, advertising-supported industry with 
maximum self-regulation and minimum government regulation, has 
given our nation the foremost system in the world for the dissemination 
of entertainment, information, and public service. 


We believe in the basic necessity and integrity of our networks, 
and we believe in the fundamental responsibility of each licensee to run 
his station in the public interest. 


We believe that the various groups within our industry — the 
NAB, the TvB, the AMST, and the TIO perform vital functions which 
merit every broadcaster’s support. 


We believe that the Television Code is the conscience of our 
industry, and the Television Information Office is the voice of that 
conscience. Membership in both indicates the belief of each broadcaster 
in the greater destinies of the industry. 


And, finally, we believe that our industry, which has such an : 
illustrious record of accomplishment for the good of the nation, should § 
with pride and dignity and courage, reaffirm its intentions to provide 

even greater service to the people of America in the years to come. 


KTR K-TV Channel 13 


HOUSTON, TEXAS 
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37 PUBLIC-SERVICE REPORT 


Over a five-year period tv stations have donated 


more than $1 billion in time, talent 


~— 


4 


Advertiser endorsement does not detract from the 


program value, tv executives agree 


46 BOX SCORE: ’60 


Baseball continues high on tv popularity list with 
29 sponsors spending $39.6 million 


50 TV ACROSS THE BOARD 
Young & Rubicam uses video in every possible way, 


creates its own methods, if needed 


54 ROUTINE YEAR FOR SPOT—UP, UP, UP 
Procter & Gamble again heads the advertiser list 


with a tv investment of $45 million 


DEPARTMENTS 


4 Publisher’s Letter 


Report to the readers 


12 Letters to the Editor 


The customers always write 


21 Tele-scope 


What's ahead behind the scenes 


25 Business Barometer 


Measuring the trends 


29 Newsfront 


The way it happened 


59 Film Report 


Round-up of news 


SPONSORED PUBLIC SERVICE 





ONE 
SHOT 
TAKES ALL 


——_ 






Use 


LANSING 
JACKSON 
BATTLE CREEK 


Pick up three major markets and Grade A 
coverage to spare in Michigan's GOLDEN 
TRIANGLE. Strike it rich in an area with 
46% of Michigan's population (outside De- 
troit)—nationally 26th in TV Households,* 
11th in retail sales.** Let Venard, Rintoul 
& McConnell, Inc. give you the tally! 


*Television Age 100 Top Markets — 11/30/59 
**SRDS Consumer Market Data 


68 Network Program Chart 


List of shows for April 








9 Wall Street Report CHANNEL ‘{\@ 
The financial picture =e = nf 


Digest of national activity 


109 i Std ag fe 
Audience Charts i ac er A 


Who watches what cxak, [mygy 2 


97 Spot Report BE 





119 In the Picture — ee : 


OE mona 


i ono 
| LANSING 
o JACKSON 
BATTLE CREEK 


CHANNEL 10 








Portraits of people in the news 





120 In Camera 
The lighter side 





SERVING MICHIGAN’S 
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IT’S POWERful ! 





| wouldn’t be surprised if 
it left the coverage area 
of powerful Channel 2. 


Seriously, powerful Channel 2 does 
cover an impressive area in Eastern 
Maine. Combine it with sister station 
6 in Portland and you save an extra 
5% while you cover 2/3 of Maine’s 
retail sales, plus 1/3 of New Hamp- 
shire’s. 

See your Weed TV man. 


NBC for 
BANGOR 





MAINE BROADCASTING SYSTEM 
WLBZ-TV, Bangor WCSH-TV, Portland 


WCSH Radio, Portland 
WLBZ Radio, Bangor 
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WRDO Radio, Augusta 


Letter from the Publisher 
Big Public Service 


Serving the public is not only one of the most important functions 
of the sound-and-sight medium—it is one of the biggest. 

It is big anyway you measure it. In the number of announce- 
ments and programs that are presented free to help worthy causes. 
In the dollar value of these programs and announcements that are 
telecast without cost to the groups benefited or to the viewers who 
are the principal beneficiaries. 

The annual Tv AGE survey (“Public-Service Report,” page 37) 
indicates that some 2,668,000 public-service announcements were 
telecast by the 520 television stations in the United States last year. 
This was an average of 5,132 announcements for each station, or 
nearly 100 a week. 

At the same time, some 334,360 unsponsored service programs 
were presented by these same stations, an average of 643 programs 
per station, or something more than 12 such programs each week. 

Value of time and talent which America’s telecasters donated to 
the public is estimated at $248 million. This averages nearly 
$500,000 a station. During the past five years TV AGE surveys indi- 
cate these same commercial stations donated more than $1 billion 
in time and talent for such worthy causes. 


A Proud Record 


It is a formidable record and one of which everyone connected 
with the industry can be proud. Can there be anything seriously 
wrong with an industry so conscious of its public responsibilities 
that it has given away time equal to 20 per cent of its revenue? 

Nor is that the full story. The telecasts which stations have de- 
voted to the public are getting better each year. They are more 
carefully planned, more skillfully staged and presented. They are 
appearing in more popular time periods and drawing larger 
audiences. 

One indication of this improvement is seen in the desire of many 
advertisers to sponsor these service programs. And while this elimi- 
nates the program from the tabulations presented above, more sta- 
tions are allowing such sponsorship while continuing the program 
controls which will assure no deterioration in quality. Broadcasters 
believe that sponsorship is enabling them to present even better 
public-affairs programs than they have in the past (“Sponsored 
Public Service,” page 40). 


Mature Responsibility 

Altogether, the sense of responsibility is increasing. There is 
more attention to program content than ever. More stations are 
developing and airing their own editorial views on local, state and 
national topics. 

Another indication of the trend is the decision of CBS-owned 
stations to review other media critically, a practice which until now 
has been the lone preserve of newspapers and magazines. 

All in all, there is an air of thoughtful purpose about the tv in- 
dustry. As a mature medium, television has recognized and is ac- 
cepting its responsibilities to itself and to the public. 

The record is a proud one and the future promises even greater 


accomplishment. 
le 
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TOTAL 
SHARE OF AUDIENCE | xemc-rv 71.6% 


Four-Week ; “ 
Summary Station B 19.1% 
Station C 8.1% 


AGMG-TV 


TEXARKANA, 
Texas -Arkansas 


, 
~ fever the 
sales power in 
Sign-on to noon (Mon. thru Fri.) 4,900 
the 4 S 5 { fa | p AVERAGE Noon to 3:00 (Mon. thru Fri.) 7,200 
HOMES REACHED 3:00 to 6:00 P.M. (Mon. thru Fri.) 10,700 
| (Mon. thru Fri.) 
corner! 


The November ARB report shows KCMC-TV still 
dominates the 4-state corner of the Southwest. 

With 71.6% of the Texarkana Metropolitan Audicnce, 
KCMC-TV blankets the newly enlarged area 

which now includes all of Bowie County (Texas) and 
Miller County (Arkansas), and delivers a big PLUS 
in Total Homes Reached. 


KEM TY 59-200 Families 


Circulation 


6:00 to 10:00 P.M. (Sun. thru Sat.) 21,700 


TYPICAL KCMC-TV NIGHTTIME RATINGS 




















PROGRAM RATING Auianece aracue 

Gunsmoke 57.7 89%, 33,200 

ro pongo Red Skelton 52.0 80% 30,200 

ne The Texan 48.2 73% 29,400 

Sema 9 “pian 6:00 PM Local News 49.1 91% 26,800 

100 100 \100 24 Rawhide 59.5 88% 34,200 
DB —¥ 77 Sunset Strip 42.9 73% 32,600 

aa 7 eae Have Gun, Will Travel 53.6 79% 31,900 

oP narauege™ Mike Hammer 42.9 89%, 27,500 
Titus 00 YETTE /covumBiA rom Danny Thomas 46.4 73 % 28,200 
‘| hen ~~ ee Rifleman 46.9 73% 32,800 
— Wee TCLAIBORNE As The World Turns 22.6 84%, 10,300 

rr) is Edge of Night 21.3 84%, 11,800 


LOUISIANA 





dominate the 4-state corner 
of the Southwest with 





Noximum Power Channel6 WEKAARKANA Texas-Arkansas 


Represented Nationally by WALTER M. WINDSOR, General Manager 
Venard, Rintoul & McConnell, Inc. Clyde Melville Co.-Southwest James S. Ayers Co.—Southeast 
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sail _ FROM THE 
rae SIDEWALKS OF 
NEW YORK 
TO THE 
VALLEYS OF 
THE MOON... 


New York gets ALL the news on 
WRCA-TV. From Brooklyn 

to Bangkok ... from Manhattan 
to Mars... wherever the news 
is made, whatever makes 

the news, New Yorkers get it 
all, get it fast via channel 4. 


The story behind the story: 
people — the award-winning 
reporters, commentators and 
technical crews who man 
the world’s largest broadcast 
news organization. 


Chet Huntley and David 
Brinkley ... Gabe Pressman, 
whose beat is the entire 

New York area... John K. M. 
McCaffery, whose “Eleventh 
Hour News” commands the 
largest audience of any local 
daily news program in the 
world ... Ken Banghart and 
Bob Wilson... Bill Ryan and 
Leon Pearson. In millions of 
New York homes these names 
are synonymous with News. 


And they’re backed-up by a 
staff of over 500 located in 
seven permanent domestic and 
ten foreign NBC News . 
Bureaus where the advanced 
techniques of electronic 
BlelttwetVitieoMectacMe) (elec Musineletel 
old-fashioned determination 

to deliver the whole story first. 


The months ahead will be 
newsworthy months — crowded 
with political conventions, 
with meetings at the Summit, 
with journeys into space and 
with thousands of events, big 
and little. Watch for it all... 


is 























Where News Comes First on... 


igh ches | —- WRCA-TV:4 


NBC in New York 














You’re right at home 

The reason Television Age hits home for you 
with more key television executives is be- 
cause Television Age is ‘“‘must’’ reading for 
the man or woman who must know it all 
about television. 


Television Age / The Climate is Compelling | 
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U.S. STEEL HOUR 


ALTERNATE WEDNESDAYS - LIVE FROM NEW YORK 
CBS-TV - PRODUCED BY THE THEATRE GUILD 
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Very probably you have 
...on your own television screen! 


In recent months, for example, NBC 
viewers watched “The Turn of the 
Screw” by Henry James, “The Moon 
and Sixpence” by Somerset Maugham, 
Stephen Vincent Benet’s “The Devil 
and Daniel Webster” and Budd Shul- 


On the drawing boards now at NBC are 
special television adaptations of such 
literary favorites as “‘Rebecca,”’ “‘The 


Spiral Staircase’ and “Portrait of 
Jenny.” A new NBC Television series 


based on F. Van Wyck Mason’s excit- 
ing novel “The Barbarians” is be- 
ing produced on location in Rome. 


millions of NBC viewers a self- 

of the famous humorist as af 
man. And Henry Steele Commigg> 
definitive source work on the Ame 
Civil War will provide the bai 
“The Blue And The Gray,” a1 
blazing series of one-hour prog 


A far cry from the wrestling mal 





berg’s “What Makes Sammy Run?” 


Mark Twain's “Roughing It” will offer 


and transplanted vaudevill 


ake 
ee an ae nal 


we 
4 | | 
j 34 ig : 
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mm “inated the broadcast schedule ; creative arts. In addition, NBC will 
4 

ly a decade ago—and a bright Watched continue to discover its own creators 

aecury of things to come during the —writers, directors and performers. 


60-1961 season in the demand- ad | lV hole lit lieti 
aatiw . . He Xv »sult: a whole library of distin- 
3, Creative medium of television. e tesult: ¢ mnieat tir 


guished literature, a rich treasure of 


rin its unending quest for quality 900d books music, art and drama—in color and 


everything it does, NBC Television in black and white—on... 


| continue to attract outstanding iF t | 9 T 
wirom all branches of the dl eC 5 : NBC TELEV ISION 
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Pd Attention \ 
/ advertisers! \ 
/ Piel’s Beer is sponsoring 
INTERPOL CALLING, 
starring Charles Korvin as 
| Inspector Paul Duval 
on New York’s WPIX, 
| Sunday nights at 10:30. 
{ Now Interpol’s story, 
which the public has been 
\ reading about in 
| Reader’s Digest and other 


“= aa eas aa ow 


\ magazines and 
\ newspapers, comes to / 
television .. . 
\ presented by / 


Piel’s. / 
‘ 4 





great, Bert. Just 
© like you and me, 
{ INTERPClU CALLING 
] and Piel’s make a | 
sure-fire selling | 
| combination. And if I may 
make one small pun, 
both Duval and Piel’s / 
\ always keep their 
\ heads. .. in any 
situation. J 


‘\ Pf 


™~ 


‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer’s, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N. Y. 22 © Plaza 5-2100 


ITC OF CANADA, LTD. 
100 University Ave. * Toronto 1, Ont. © EMpire 2-1166 


© 1960 PIEL BROS., BROOKLYN, N. Y. 
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Color Issue 
. the special features on color 


television in the February 22nd issue 

of TELEVISION AGE. . . . Please accept 

my congratulations on your lively and 

perceptive reports and the effective 
way in which you presented them. 

Rosert W. SARNOFF 

Chairman of the Board 

National Broadcasting Co. 


. .. | was particularly interested in 
the very complete analysis of the pres- 
ent state of the industry on color and 
its future. We are, of course, vitally 
interested in color, as we feel it is 
going to become a bigger and bigger 
portion of our consumer business. 
As far as we are concerned, it has 
come of age and it will grow by leaps 
and bounds. . . 

R. D. Siracusa, Jr. 
Vice President, Electronics 
Admiral Sales Corp. 


. .. the two articles and Publisher’s 
Letter reporting on the continuing 
and expanding progress of color tele- 
vision certainly represent the most 
definitive trade report on color to 
date. I especially liked the “Behind 
the Color Scene” story, which tells 
simply and effectively how technical 
problems in color are being solved. 
This should prove to be an invaluable 
reference tool, particularly for adver- 
tisers and agencies planning their first 
venture into color production. . . . 

Sypney H. Eices 

Vice President, Public Information 

National Broadcasting Co. 


. .. | think you have done a won- 
derful job of showing the growth 
strides and the tremendous possibili- 
ties ahead for color in all its aspects. 

KENNETH W. BILBy 
Vice President 
Radio Corp. of America 


Japanese Tv Poll 


“Pulse .Audience” of TELEVISION 


AGE was very interesting in compari- 
son with Japanese audience. Because 
















C-0-M-M-A-N-D-I-N-G 
L-E-A-D-E-R-S-H-I-P 
on all viewing fronts! 








WREX-TV continues to 
dominate Rockford and 
Area Viewing... 


© AT NIGHT 
45 of the Top 50 Shows... 


© IN THE DAYTIME 
All 20 of the Top 20 Shows 


@ TOP WESTERNS 
7 of the Top 8 Shows 


@ TOP FAMILY SHOWS 
5 of the Top 5 Shows 


© TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 
PUBLIC SERVICE. 


*Source ARB Oct. 25 - Nov. 21, 1959 


IN FACT... All Day and 
All Night! . . . Every Hour 
of the Week is “Good 
Time” on... WREX-TV. 






J. M. BAISCH 
Vice Pres.-Gen. Mgr 


Represented By 
H-R Television, Inc 























... IN THE 
NOVEMBER 


You have to buy 
Topeka to 
cover the rich, 


growing 38-county 
Topeka Market. Get 
the facts from your 
Avery-Knodel man. 


LOWEST COST PER THOUSAND 


The November Topeka ARB 
Report proves WIBW-TV is 
an outstanding spot and 
network buy, day or night. 
YOU GET WHAT YOU PAY 
FOR ON WIBW-TV. 


* Lowest cost per 
thousand for CBS-TV 


nighttime and day- W ¢ e W . TV 
time programs when * 
compared with five CHANNEL 13 

other CBS affiliates 

in Kansas and Missouri TOPEKA 


(November 1959 ARB) og | a :ie ABC 


Division of Stauffer-Capper Publications 
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READING 
BETWEEN 
THE LINES... 


: ning Philadelphians detect a sharp difference in the quality 


ie 
ei anit what they see on their television screens. One reason is what 
a they d don *t see: WCAU- TV's Tocal public affairs program staff 
adelphia ’s largest!), wor king constantly behind the scenes 
to create programming that is timely, compelling, effective. 


plus pee programs that are a regular part of Channel 10’s 
"GBS Television Network schedule, will continue the all-important 
job « of alerting the Philadelphia electorate to its responsibilities. 


This programming-in-depth — this unending search for new avenues 
to community service —is but one more reason why audiences 


with an eye to more than surface value keep their eye on... 


CBS Owned « Channel 10, Philadelphia WCA Uy = TV 








“SOUP’S ON’ 


in 
Northern Michigan's 
PAUL BUNYANLAND 


ALL THE TIME! 


PBN STATIONS 


Tv Radio 
WPBN-TV WTCM Traverse City 
Traverse City WATT Cadillac 
wrowsry MATE hee 

Cheboygan etoskey 


WATC Gaylord 


SERVE 


382,260 hungry year ‘round residents 
—plus thousands of summer resorters 
—who eat like you know what! 
$122,557,800 Food Sales in 1959 


If you have an appetite for 


BIGGER-BETTER SALES 


Let us cook up 
a fresh batch for you! 


Paul Bunyan Network 


Les Biederman 


= Generel Manoger ‘S| 


Venard, Rintoul & McConnell 
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| four out of 10 “popular shows” of 
Japanese television are made in 
| America! 

According to a newspaper, some 


lows, with rank, title, distributor and 
percentage of 1,500 homes given: 

1. Yarikuri Apat (Poor Apart- 
ment); KRT; Sun. 6:30 p.m.; 49.3; 
(Japanese comedy). 

2. Watashi-no Himitsu (My Se- 
| eret); NHK; Mon. 7:30 p.m.; 46.3; 
| (Japanese quiz). 

3. Gesture Quiz; NHK; Tues. 7:30 

| p.m.; 44.2; (Japanese). 

4. Owarai Sannin-Gumi (Three 
Comedians) ; NHK; Tues. 8:30 p.m.; 
| 43.0; (Japanese comedy). 

5. Lassie; KRT; Sat. 7:30 p.m.; 
41.9. 

6. Rin Tin Tin; NTV; Tues. 6:15 
p-m.; 37.4. 

7. Disneyland; NTV; Fri. 8 p.m.; 
36.6. 

8. Sheriff of Cochise; NTV; Fri. 
9:15 p.m.; 35.6. 

9. Jiken Kisha (Detective News- 
papermen); NHK; Wed. 8 p.m.; 
36.6; (Japanese mystery). 

10. Watashi-dake ga Shitte-iru (1 
Am a Detective) ; NHK; Sun. 9 p.m.; 

| 34.4; (Japanese mystery). 

12. William Tell; NTV; Wed. 

| 6:15 p.m.; 33.3. 


of the “Top 30 Shows” (Tokyo, | 
Osaka and Nagoya area) are as fol- | 





15. Superman; KRT; Thu. 7:30 


p-m.; 31.1. 
20. Popeye; KRT; Sun. 7:30 p.m.; 
| 28.5. 
24. Colt 45; KRT; Sat. 8:30 p.m.; 
27.4. 
30. The Hit Parade; FTV; Wed. 
8:30 p.m.; 26.5. 


are 1 Love Lucy, Annie Oakley, 
Union Pacific, Highway Patrol, Lone 
Ranger, Four Just Men, Huckleberry 
Finn, One Step Beyond, The Sword of 
| Peace. 
Miss Micuikxo S. Murakami 
c/o Hotel Murakamiya 
38 Tenma-machi: Sakata 


Yamagata-ken, Japan 


| WSAZ-TV Rate 
. . . Correction of the TELEVISION 
AGE semi-annual station directory. 
wsaz-Tvs AA minute rate is $180, 
ID $90. This has been our rate since 
Sept. 1, 1958. 


C. THomas GARTEN 
Vice President 
wsaz, Inc., Huntington, W.Va. | 






WLBC-TV 


WLBC-TY 


WLBC-TV 


WLBC-TV 


Other popular American tv films | 


WLBC-TY 









MUNCIE 


Middletown, U.S.A. 








MUNCIE 


Crossroads of the Middle West 


MUNCIE 


Cross-section of the nation 





MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 















Muncie, Indiana 
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i's a matter of viewpoint 


To abolish or retain capital punishment...to build a bridge, or use a ferry 
--.to impose a state income tax, or not — points of view. 


KOMO-TV 4 


a 


ABC television for Seattle, 
Tacoma, and Western Washington 


Represented by the Katz Agency, Inc. 


Week in, week out... since 1954, KOMO-TY’s 
VIEWPOINT has served to stimulate thinking on 
problems confronting the community—inform the 
citizen-at-large—turn a searching light on issues involved. 


With a tradition of objectivity in its approach, 
KOMO-TYV becomes mediator each week in vital 
problems in community relations. 


From viewpoints expressed—challenged—understood— 
acted upon—a community progresses, democracy is 
enhanced, a business grows, a way of life thrives, 
and a television station serves. 


KOMO-TV News Editor Herb Robinson, above center, moderates the discussion 
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The story broke early in January with 
indications of blatant corruption in 
the Chicago Police Department. First 
to be undone: a group of patrolmen 
accused of sponsoring their own thief. 
Expose followed expose, flushing 
dishonest policemen and irresponsible 
higher-ups. All newspapers and radio 
and television stations in Chicago 
duly reported these developments. 


WNBQ Television and WMAQ Radio, 
Chicago’s NBC stations, went further. 
Shortly after the first shocking discovery, 
the stations’ ‘‘City Desk’’ programs 

_ devoted their full energies to a 

penetrating examination of the scandal’s 
cause and effect. Every week since, 
these Sunday programs have continued 
the search by interviewing law 
enforcement authorities and persons 
directly concerned with the issues. 


““Shadow On Our City,”” a WNBQ 
documentary series, scheduled in prime 
time, focused on the political use the 
scandal has beén put to and developed 
some stunning revelations and startling 
conclusions. Regular newscasts _ 
continued to provide valuable insight 
that helped Chicago’s citizens take 
intelligent action to meet the situation. 


The Chicago Daily News’ appraisal of 

these efforts typifies critical response: 
'“‘WNBQ has put its TV competition to 

shame with its special coverage of the 

police scandal. WNBQ has performed 

a vital, responsible public’ service,” 


Chicagoans now can look forward to a 


completely reorganized police department. . . 


and a happier, healthier community. 

And WNBQ and WMAQ can look with pride 
upon a bright new chapter in a long 
history of public service programming. 


VAN OVANIVENG 


CHANNEL 5 670 ON THE DIAL 


NBC OWNED STATIONS IN CHICAGO 








PROVIDENCE, R.I. 





Compliments by the sackful! 


Across our desk come letters of honest and before have I enjoyed watching television 
sincere praise like the letter from the Navy as much.”’ The satisfaction of our viewers, 
wife who wrote: ‘‘Your station has always af- a as expressed by the volume and content of 
forded the finest entertainment... we have our mail, is more impressive, we think, 
lived in many parts of the country and never than any rating picture could be. 


Represented by 


eae 


CHANNEL 10 - COCK-OF-THE-WALK IN THE PROVIDENCE MARKET 
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U. S. Rubber Stretches Markets 


More than 30 markets across the country get new 
schedules this month for a new automobile tire developed 
by the U. S. Rubber Co. The advertiser, who used about 
25 markets last year for his spring-summer driving push, 
will repeat in those and add a few more. Sports and news 
programs are bought on 13-week cycles, with all the com- 
pany’s effort this year aimed at male audiences. Starting 
dates vary from this week to later on through the month 
as distribution of the new tires is expanded. Jim Kelly at 
Fletcher Richards, Calkins & Holden, Inc., New York, is 


the buyer. 


ABC-TV Makes Giant Rate Hike 


ABC-TV last week made a significant move toward clos- 
ing the billings gap between it and CBS-TV and NBC-TV. 
As reported in this issue’s Buyer’s Check List (page 110), 
the network increased its basic hourly rate on 30 of its 
affiliates effective April 1, for a gross total jump of $2,555 
per hour over the previous total for those stations. These 
increases, and others scheduled to follow, reflect the 
enormous audience gains scored by ABC-TV in the past 
year. 


Pepto-Bismol Set for Spring 


Following its established procedure, Pepto-Bismol 
comes into spot again early next month with a six-week 
campaign to run through mid-June. The market list has 
been expanded to about 150 areas. Night minutes will 
form the basis of most schedules, with prime-time 20's 
in outstanding slots added where available. Benton & 
Bowles, Inc., New York, handles the Norwich Pharmacal 
Co. product, with Alan Hornell serving as timebuyer. 


Commercials Makers Eye Tv Shows 


Almost every major commercials animation house in 
New York is readying a cartoon program for possible net- 
work sale. The trend is a surprising one, since it wasn’t 
so long ago that animation was considered too costly for 
regular tv programming. But various animators are now 
convinced they can come up with a quality product at a 
decent price and so have some insurance against the va- 
garies of commercial production. HFH Productions, for 
instance, is working on Inney Innes, a comedy about the 
adventures of an anthropologist’s son. Robert Lawrence 
Animation, Terrytoons, Transfilm-Wylde and Gene Deitch 
Associates are also working on cartoon shows. 


Network User Adding Spot? 


A report that Wembley, Inc., men’s tie-maker, is con- 
sidering spot television indicates the manufacturer may 


WHAT’S AHEAD BEHIND THE SCENES Tele-scope 








supplement its network schedule on The Jack Paar Show. 
Inasmuch as the company has a firm contract, NBC-TV 
doubted it would drop Paar for a total swing to spot. 
Wembley would look for a male-audience show—prob- 
ably news-weather-sports—in selected markets for a 13- 
time placement, according to initial plans. Walker Saussy 
Advertising, Inc., New Orleans, is the agency; Marie 
O’Meara is the buying contact. 


Cascade Appoints Young 


Cascade Broadcasting Co. has appointed Young Televi- 
sion Corp. as national sales representative for its four tv 
properties. The appointment, effective April 1, covers 
KIMA-TV Yakima; KEPR-TV Pasco, Wash.; KBAS-TV 
Ephrata, Wash., and KLEw-Tv Lewiston, Idaho. Latter 
three stations are sold only in combination with KIMA-TV. 
Art Moore & Associates, Inc., continues to represent Cas- 
cade Radio and Television in the northwest. 


Campaign for Cigars 
As noted in Spot Report Feb. 22, H. Fendrich, Inc., 


maker of La Fendrich cigars and other brands, recently 
changed advertising agencies and planned a major spot 
campaign this spring. It’s now learned that plans have 
jelled, and buying is on this month for markets in North 
Dakota, Minnesota, Ohio, Wisconsin, Illinois, Indiana 
and a few in the south. Activity should be confined to 
male-audience programs. Media director Jane Dowden is 
the contact at Noble-Dury, Inc., Nashville. 


‘Herridge Theatre’ Finds Foreign Buyers 
CBS Films has sold The Robert Herridge Theatre, ambi- 


tious anthology series, to the Australian Broadcasting 
Commission for its six markets, the Canadian Broadcast- 
ing Corp. for the English-language network, and at press 
time was working on a deal with the British Broadcasting 
Corp. What makes these transactions unusual (or at least 
of some cultural significance) is the fact that the distrib- 
utor has not found to date a receptive network buyer for 
the program in the States, despite the prevailing Congress- 
sional and critical winds. The above transactions are for 
the full 26 episodes, available on tape or film, which are 
all that will be produced pending a domestic sale. 


Vel Sells Southern Belles 


A group of southern markets is slated for new sched- 
ules on Vel Liquid the middle of this month. Filmed 
minutes in day and late-night positions will run for 52 
weeks in Atlanta, Birmingham, Baton Rouge, Knoxville 
and New Orleans. Harry Durando is the timebuyer at 


Lennen & Newell, Inc., New York. 
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FILM 
CENTERING 


What makes it tick? 





The business of television is as complex as the 
electronics that make it possible. As complex, in 
fact, as the public’s expectations of television. 


Since early January, KMOX-TV has been broad- 
casting a weekly experimental program called 
“Inside KMOX-TV.” Its purpose is to foster real 
rapport between station and audience, leading 
to fuller understanding by the public of station 
policies, programming and problems—and fuller 
continuing understanding by the station of what 
the public wants and expects from television. The 
audience is invited to submit questions by mail 
(constructive criticism is welcomed!), and those 
questions which reflect widespread interest are 
answered on camera by station executives... 
frankly and forthrightly.(Sample questions: Why 
do the commercials appear to sound louder 

than the surrounding programs? Why do 

you no longer carry hockey? Why do you 

carry girdle advertising?) 


Giving viewers a look inside, so that they 

will know “what makes it tick,” is an at- 

tempt to stimulate broad public interest, 

and a sense of participation, in the affairs of the 
medium. Such participation can be of incalculable 
value in shaping television’s role for the future. 


esa baat KM ©xX-TV 














WGN TELEVISION 





In the public interest 


Examples of responsibility to the community we are licensed to serve— 





“STOP OR 60” — saturdays, 10:30 A.M., Police Officer 
Baldy and Ned Locke preside over this safety quiz featuring 
Chicago Boys Club members—a WGN Public Affairs 
production in cooperation with the Women’s Board of the 
Chicago Boys Clubs. 


“THE WORLD TODAY” — Monday thru Friday, 8:15 A.M. 


—A WGN Public Affairs program for teachers in cooperation 
with Chicago Public Schools. 





“YOUR RIGHT TO SAY IT” —a wen Public Affairs pres- 


entation in cooperation with Northwestern University with 
moderator James H. McBurney, Dean of the School of 
Speech, “Your Right To Say It” features debates on vital 
topics of the day with leaders in industry, education and pol- 
itics participating. Sundays, 7:00 P.M. 


« 


“CHICAGOLAND CHURCH HOUR” —wen Public Affairs 


presents remote telecasts from a different Chicagoland church 
each Sunday morning. 


“RFD CHICAGOLAND” —sunday morning program featur- 


ing subjects of interest to Chicagoland farm families and 
viewers interested in farm problems and information—hosted 
by WGN Farm Director, Norman Kraeft. 





“GREAT MUSIC FROM CHICAGO” — The finest musical 


series ever seen on television. Telecast in color, it combines 
the best in music with the finest musicians of concert stage, 
opera and the jazz world. The program features the Chicago 
Symphony Orchestra and such world renowned conductors 
as Andre Kostelanetz. Sunday evenings, 8:00—9:00 P.M. 


In addition, WGN Television presents the Chicago Cubs and White Sox games in color — making WGN 


Television the world’s most colorful station. 
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Business barometer 


Local billings dropped substantially in January, and network business was off sea- 





sonally the TELEVISION NETWORK BUSINESS 
AGE Business Barometer Jan. Feb. Mar. Apr. May June Juiy Aug. Sept. Oct 


survey indicates. 


Local billings were down 
12.1 per cent under 
those in December, 
while network was off 
1.8 per cent for the 
same period, 








Local was up 15.2 per cent 
over January 1959, 
however, the nation- 
wide survey indicated. 
Network was up 3.7 
per cent over the 
same month last year. 








ith? 


The 12.1-per-cent drop under 
December billings for 
local business was the 
greatest drop in a A Jan. off 1.8 per cent under Dec. - 
single month that has B_ Jan. 1960 up 3.7 per cent over Jan. 1959 
been recorded in the six years that the magazine has been conducting 


the monthly surveys. 














LOCAL BUSINESS 


Feb Mar Apr May June duly Aug Sept Oct N I 


Last year the decline in local 
billings from December 
to January was 10 per 
cent, in 1957 for the 
same period it was 
10.7 per cent, and in 
1954 it was 10.1 per 
cent for the period, 
In view of those drops 
for the same season, 
the 12.1-per-cent de- 
cline does not seem 
too important, even 
though it does set a 
new high, 











The network drop for January 
was only a little over 
half the 2.7 decline 
that was reported for 
the period in 1959. 

In 1957 the drop for 
the period was 4.8 

















per cent. 
Both divisions, however, are A Jan. off 12.1 per cent under Dec. 
well above the totals B_ Jan. 1960 up 15.2 per cent over Jan. 1959 





for the same month a year ago. The network gain from January 1959 to 
January 1960 was 3.7 per cent. 
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“ 
“‘As long as there is a voice, there is 
hope 


ra 


. .” Since World War II, the 
Voice of America has been the voice 
of freedom and truth and hope for 
peoples of the world. 
And for these past 18 years, the 
Crosley Broadcasting Corporation 
is proud to have played a part in 
this Voice of America. Since 1942 
Crosley has operated 6 transmitters 
near Bethany, Ohio, as a link in 
the Voice of America, International 
Broadcasting Service of the United 
States Information Agency—helping 
to beam broadcasts in 37 languages 
to countries of the globe. 


This is one of the many public 
services of the Crosley Broadcasting 
Corporation, whose principle has 
always been that its WLW Radio 
and TV Stations must give endless 
service to their communities. 

And thru cooperation with the 
Voice of America, it is service to 
the community of the world. 

This is our pride and our privilege. 


the 
dynamic 
WLW 


Stations 


Crosley Broadcasting Corporation, 
a division of Aveo 
























IN THE PEOPLE’S INTEREST 
Detroit’s most complete Radio-TV news center 


Another mark of leadership—additional evidence of the WWJ stations’ sense 
of responsibility to the public. It’s the new 1,272 square-foot WWJ NEWS- 
room, headquarters for the busy 12-man staff that provides southeastern 
Michigan with complete, reliable, award-winning coverage day and night. 

Today, as it has been for nearly 40 years, WWJ NEWS is real news: 
comprehensive, balanced, and believable—great news for the audience, great 


for advertisers, too. 


W Wd Radio. 


Detroit's Basic Radio Station 


man WW I-TV 


‘Scepematan 





Michigan's First Television Station 


NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « OWNED AND OPERATED BY THE DETROIT NEWS 
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Tape increase of 50 per cent in ’60 seen... page 29 


Detergent surge is credited to television . ... page 29 


Tv may determine compact car leadership . . . page 32 


NBC’s Tape Push 


Look for NBC to make an aggres- 
sive drive for new business in the tape 
commercials field. Through its non- 
broadcast unit, NBC TeleSales, the 
company intends to concentrate in a 
new way on the development of the 
burgeoning tape field. 

TeleSales is responsible for the 
sale of all non-broadcast activity of 
NBC, and was set up initially to 
amortize existing equipment. In the 
past several years, since the develop- 
ment of tape, the unit’s efforts have 
moved more and more toward an ex- 
pansion into independent commercial 
production. With the appointment of 
Jerry Madden as director, TeleSales 
appears ready to move ahead in the 
field. 

“We feel that tape is the major area 
of growth in the commercials field, 
and it’s hardly been tapped,” says 
Mr. Madden, who points out that, in 
one sense, the business is only a year 
old (the re-use formula for tape com- 
mercials was worked out with AFTRA 
last winter). He expects to see an 
industry-wide increase of about 50 
per cent in tape business this year 
over last, and is convinced that Tele- 
Sales will increase its volume by more 
than that. 

Geared with its “chroma-key,” 
which is a matting device, and other 
technical developments in the field 
(which may at some indefinite point 
in the future include taped anima- 
tion), TeleSales is out to specialize in 
the commercials area, both in a tech- 
nical and in a creative sense. 

Surprisingly enough, however, Mr. 
Madden is not a fanatic on the ques- 
tion of tape versus film. “I don’t an- 
ticipate any rock-throwing contests 
between film and tape. Tape is a dif- 
ferent medium than film; it can do 
some things better, and it can do 
some things worse. The question is 





JERRY MADDEN 
.. . tape is the major area... 


simply what technique suits the par- 
ticular commercials best. There is 
room for both.” He is convinced that 
some tape partisans have damaged 
the cause by promising agencies too 
much too soon. 

TeleSales is also involved in closed- 
circuit operations, in addition to 
servicing network clients and pro- 
ducing commercials for outside com- 
panies. It is a six-figure business 
today, of which approximately 75 per 
cent is in commercials. It is estimated 
that 40 per cent of its jobs are done 
for non-network clients. 

Under Mr. Madden’s direction, this 
proportion of non-network business is 
expected to increase. Prior to his 
present appointment, he was manager 
of production services for NBC’s Pa- 
cific Division, a post he held for the 
past three and a half years. While in 
Hollywood he also handled west-coast 
TeleSales operations. 


Detergents Use Spot 
Heavy-duty household detergents, 
virtually an unknown product classi- 
fication five years ago, continued its 
remarkable growth in 1959, it has 


THE WAY IT HAPPENED News front 





been reported by the Television 
Bureau of Advertising. 

Television gross time billings for 
six of the detergents exceeded $35 
million dollars last year, more than 
twice the amount spent in 1958. 


“Without the slightest doubt,” said 
Norman E. Cash, president of TvB, 
“television can take much credit for 
the expansion of this industry.” 


The Adell Chemical Co., with Les- 
toil, and the Texize Chemical Co. 
grew to national or major regional 
importance relying mostly on tv as a 
primary marketing weapon. Similar- 
ly, Colgate-Palmolive, with Genie, 
Lever Bros., with Handy Andy, and 
Procter & Gamble, with Mr. Clean, 
have used television as their major 
advertising support. 

“Their growth,” said Mr. Cash, “is 
one for which television can justifi- 
ably be proud. While it is impossible 
to say that the present popularity 
would have been impossible without 
television, it must be noted that with 
television they did achieve a remark- 
able rapid acceptance.” 

Adell, for Lestoil, still continues as 
the major tv user in the product clas- 
sification with gross time billings in 
spot for 1959 totaling $17,627,100 
against $12,339,090 in 1958, a rise of 
70 per cent. Procter & Gamble spent 
$1,797,119 in network and $5,796,- 
100 in spot for a total of $7,593,219 
in support of Mr. Clean. Lever adver- 
tised Handy Andy with $3,449,436 in 
network and $646,700 in spot for a 
total of $4,096,136. 

Colgate - Palmolive, 
limited in its distribution of Genie by 
a trademark suit, spent $1,054,600 in 
1959, as against $319,840 in 1958. 
Texize, which is distributed mainly 
in the south and midwest, was 
plugged by $4,611,500 of spot money, 
up from $3,619,000 in 1958. 

Increased competition in the field 
is expected in 1960 due to the recent 
settlement of the suit involving Genie 
and the introduction by S. C. Johnson 
of two new products, Bravo and Bar- 
colene. “However,” Mr. Cash con- 


which was 
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Tha Shape of Things 





Here is the “shape” that means truly fine pictures ... 
the shape of the all new black-and-white television 
camera, the RCA TK-12. This is the camera that gives you 
sparkle and impact in your commercials, whether live or 
taped. Your advertisers’ products can be revealed clear 
and sharp, in all their fine detail . . . Shadings and 
colorings stand out, with brilliance and realism. 


This completely new camera uses the large new RCA 
4Y2-inch Image Orthicon tube. The 50% increase in 
image size results in the same degree of extra quality 
and detail you would expect from using a larger 
negative in advertising photography. 


Here is the camera for top telecasters, for those with the 
reputation of providing their advertisers with the very best. 


ror the Finest Picture in Town! 


NEW MONOCHROME TV CAMERA-—TK-12 
WITH 4%-INCH IMAGE ORTHICON 


See it in Action at NAB/ 











RADIO CORPORATION of AMERICA 


BROADCAST AND TELEVISION EQUIPMENT « CAMDEN, N. J. 


Tmk(s) ® 





cluded, “I believe all of these deter- 
gents will continue to expand via 
strong television advertising. The 
market for liquid detergents has by 


no means reached its full potential.” 


Compact Impact 


One out of every three car owners 
is a potential buyer of a compact car, 
but many owners are as yet ignorant 
of the individual makes, according to 
a new automotive study released re- 
cently by Television 
Representatives, Inc. 

The study, The Impact of the Com- 
pact, was conducted for TvAR by The 
Pulse, Inc., among 2,500 men who 


Advertising 


own cars in five major markets: Bos- 
ton, Baltimore, Pittsburgh, Cleveland 
and San Francisco. Since the study 
shows that the field is wide open, 
Larry H. Israel, TvAR’s general man- 
ager, concludes that “the first com- 
pact-car manufacturer who utilizes 
spot television properly to drive home 
his story with the reach, frequency 
and impact provided by this medium 
could well become the pace-setter in 
the field.” 

Some results of the survey: only 
17 per cent of the respondents could 
name all five American-made com- 
pact cars correctly. Another 38 per 
cent could not recall even three of the 
specific makes, while 10 per cent 
could not name even one make. How- 
ever, among the American-made com- 
pacts, Falcon and Corvair were the 
best known (seven out of 10 car 
correctly identified these 
makes). Rambler was named by 52 
per cent of the respondents to rank 
third. Only one out of three could 
correctly name all three of the newest 
entries in the car field (Corvair, Fal- 
con and Valiant). 

Despite this low level of awareness, 
the TvAR study indicates that there 
is a tremendous potential market for 
small cars, with interest especially 
strong among young car owners (be- 
tween 18 and 34 years of age). Of the 
car owners in this age group, 37 per 
cent said they would consider buying 
such a car the next time they purchase 
an automobile. In the 35-years-and- 
over age bracket, 30 per cent indi- 
cated they would be potential buyers 
of a compact car. 


owners 
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Make of Compact Prospects Would Consider 


RAMBLER 
FALCON 
CORVAIR 


VALIANT 


FOREIGN 
MAKE 


13.1 


Figures expressed as Yo of car owners who would consider buying a compact 
car the next time they purchase 


The impact made by these small 
cars varied from market to market, 
according to the study. Awareness of 
the individual compact cars was lower 
in Pittsburgh than in the other four 
cities surveyed, but interest in pur- 
chasing a small car was higher in that 
city than in the other markets. Differ- 
ent brands had varying degrees of 
acceptance in each market: Rambler 
was first choice in Boston and Pitts- 
burgh, Falcon was the favorite in 
Baltimore and Cleveland and Corvair 
was ahead in San Francisco. 


Film Creativity 


Not enough money spent on the 


production of television commercials 
is being channeled into the right di- 
rection—creativity, says Robert L. 
Lawrence, president of Robert Law- 
rence Productions. 

A knowledge of the creative phases 
of film rather than a mastery of its 
mechanics is what is essential to an 
agency producer, says Marc S. Asch, 
executive vice president of Van Praag 
Productions. 

These two views, related in the 
sense that each is urging the suprem- 
acy of the creative process in com- 
mercials production, were offered to 
advertisers and agencies last week. 
Mr. Lawrence’s opinions were en- 
closed in an open letter to leading 
agencies and to the advertising man- 
agers of the top 500 companies on the 
cost of television commercials. Mr. 
Asch made known his views in an ad- 
dress to the Agency Broadcast Pro- 
ducers Workshop in Chicago last 
month. 

Mr. Lawrence, noting that adver- 
spend approximately 


tisers seven 


cents of every television dollar to 
execute commercials, asks the ques- 
tion: “are they spending enough on 
commercial production?” His an- 
swer: yes. The problem, he says is 
that “in the execution of agency con- 
cepts, in the production of television 
commercials, creativity is injudici- 
ously stinted on and cut off. Here 
penny wisdom that saves not a cent 
takes its toll—at the crucial point in 
the making of a commercial, where 
the idea must come alive, in its in- 
terpretation on film. Here creativity 
is too often replaced by ersatz in- 
eredients. And it is too often subor- 
dinated to a glitter that does not 
sell.” Mr. Lawrence notes, however, 
that creativity is not lacking at the 
advertising agencies. 

Many of the difficulties can be at- 
tributed to an emphasis on quantity 
to the expense of quality and to the 
use of the gimmick as a substitute for 
creativity, he says. The competitive 
bidding system has led to a situation® 
where a producer is chosen for his 
price rather than for his merit, Mr. 
Lawrence says, and as long as it 
“forces the lowest price to prevail, it 
will tend to restrict production crea- 
tivity in commercials.” RLP is not 
asking for a larger share of the adver- 
tising dollar, but “we are asking that 7 
the share be spent more wisely—on 
creativity.” 

Mr. Asch, in his Chicago address, 
said the agency producer “should pay 
more attention to the fundamentals 
of advertising and understand that 
his is not the job of director, pro- 
ducer, cameraman or editor, but 
rather that of interpreter and co- 
ordinator.” 
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WBRZ-TV Channel 2 
BATON ROUGE 


























































Religion 


“Faith of Our Children” 
(Sundays, 1:30-2:00 pm) 
has won four consecutive 

Emmy Awards as 

the most outstanding 
children’s program 

in Los Angeles. 

A warmly inspiring 
half-hour of 

Bible reading, prayer, 
pantomime skits 

and comedy sketches 
with religious themes, 

“Faith of Our Children” 

is known throughout 
Southern California 

as “TV’s Sunday School.” 
Choir direction 

and production 

is provided by 

visiting ministers, 

while the 

program’s “teachers” 
have ranged over 

a multitude of Hollywood’s 
most highly regarded 
leading ladies. 

Among them: 

Dale Evans, 

Anne Baxter, 

Gale Storm, 

Jeanette MacDonald 

and June Lockhart. 

Connie Haines currently 

fills the role, 
to the delight 
of children and adults. 


This is one of a 

broad range of programs 
designed to entertain, 
enlighten and inform 
KRCA’s vast viewing public 
... to reach the few 

as well as the many 

... to provide something 

of interest for 

every television taste. 


KRCA 


NBC Owned 
Channel 4 in Los Angeles 
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Relaxation 


“The Giroux Show” 
(Monday through Friday, 
4:40-6:00 pm) 

is sparked by versatile, 
personable Lee Giroux. 

A gifted interviewer, 

he constantly attracts 

top names from 

the entertainment 

and sports worlds 

to his program. 

Recent guests have included: 
Carl Sandburg, 

Sammy Davis, Jr., 

Lowell Thomas, 

Gene Krupa, 

Rosemary DeCamp 

and Car! Reiner. 

At the other end of 

the roster, 

some of his “off-beat” 
guests have included 
doubles of Eisenhower, 

De Gaulle and Khrushchev. 
The spontaneity of 

his live interviews 

is entertainingly balanced 
by two half-hour 

“Award Theatre” film dramas-— 
and the sum total 

is thoroughly relaxing fare 
to end the busy 
householder’s afternoon. 
Lee Giroux is 

strictly for fun, 

and a most welcome sight 
for Southern California viewers. 


ie . 






This is one of a 
broad range of programs 
designed to entertain, 

enlighten and inform 

KRCA’s vast viewing public... 
to reach the many 

as well as the few... 

to provide something 

of interest for 

every television taste. 


KRCA 


NBC Owned 
Channel 4 in Los Angeles 
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WGAL-TV Religious Programs 


Religious programming on Channel 8 embraces all Faiths WGAL-TYV 
-= 
with such programs as “Doorway to Life”, “Frontiers of 


Faith”, “Eternal Light”, “The Catholic Hour”, “The Channel & 
Christophers”, “This is the Life”, and “A Minute With Lancaster, Pa. 

‘ —— NBC and CBS 
Your Bible”, the latter a daily sign-off feature. The most 
recent innovation under the auspices of the Pennsylvania 
Council of Churches is the Sunday evening “Talk Back” STEINMAN STATION 


series which is telecast for in-church discussion groups Clair McCollough, Pres. 
throughout the Channel 8 area. 


Representative: The MEEKER Company, inc. New York « Chicago + Los Angeles « San Francisco 
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Over five-year period 
tv stations have donated 


over $1 billion 
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Public-service report 


y the past five years commercial television 
stations in the United States have contributed 
more than $1 billion in time and talent to public- 
service programs and messages. 

The exact total, $1,088 million, was arrived 
at through station-manager reports to the maga- 
zine at regular intervals throughout the five-year 
span. The report for 1955 showed $133 million. 
In 1956 it had risen to $189 million and in 1957 
to $247 million. In 1958 a high of $271 million 
was reached. Last year the total was $248 
million. 

While the smaller figure for 1959 might seem 
to indicate a decline in public-service programs 


time and talent 


Television Age 


APRIL 4, 1960 












ok “fl 
ite. y \ 
% as 
™® Wy 
| \\ ft} 
YN FIN 
wi \ 
| 
FH A 
it P's 
d \ 
Y x yy 
i hy 


and announcements, it is doubtful that such is 
the case. The TELEVISION AGE survey includes 
only public-service material that was telecast free 
on commercial television stations. In the past 
year or two many public-service programs have 
attained such stature and interest that they have 
become sponsored programs. Most of these pro- 
grams have continued with the same format and 
have ostensibly been of just as great service to 
the public as they were before they were spon- 
sored. In a way, sponsorship is the highest ac- 
colade a public-service program can achieve—it 
is of such interest and so highly regarded that 





an advertiser feels it worthwhile to invest in it 
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Public-Service Record 
of Average Tv Stations 
by Classification, 
Totals, 1956-1959 


as an advertising medium. (See 
“Sponsored Public Service,” p. 40.) 

Station management, for the most 
part, has been careful in the approval 
of sponsors for a public-service pro- 
gram. Many stations have strict regu- 
lations as to the type of sponsor and 
the type of commercial message that 
can be accepted. 

The time and talent total for free 
public service is particularly impres- 


sive. With more than $1 billion given , 


away by commercial stations, the 
broadcasting industry can be proud 
of its record. 

The master chart accompanying 
this article spotlights the history of 
public-service telecasting. Figures for 
the past four years are given, classi- 
fied by size of station and by the 


38 April 4, 1960, Television Age 









































number and value of announcements, 
the number and length as well as the 
value of programs and the value of 
time of personnel invested in public 
service. 


Smallest Stations Up 


A closer examination of the chart 
shows that the smallest stations, those 
with a Class A hourly rate of less 
than $250, showed an important in- 
crease in public-service programming 
during 1959. The total donated by the 
average station in this class jumped 
from $138,210 in 1958 to $156,532. 
There was an increase all along the 
line, with more announcements and 
ID’s and more programs. 

The average station, as pointed out 
above, showed a slight drop in the 


number of free public-service pro- 


grams and announcements and a 
corresponding drop in the value of 
these programs. The money decline 
was about nine per cent, as compared 
with a 10-per-cent climb the previous 


vear. 





The number of announcements and 








ID’s for the good of the public was 
practically unchanged, according to 
the survey. The drop in number of 
programs was slightly larger. The 
total value of time and talent donated 
by the average station was $474,222 
for the year. 





The trend toward sponsorship of § 


programs which in former years had 
been exclusively free public service 
was noteworthy among all of the sta- 
tions outside of those which fall into 
















Station Class A Announcements 
hourly rate & ID's 
1956 3,454 
1957 3,278 
UNDER $250 1958 4,255 
1959 5,609 
1956 3,867 
1957 5,723 
$251-$500 1958 5,315 
1959 5,106 
1956 4,098 
1957 5,124 
$501-$900 1958 5,250 
1959 4,680 
1956 5,978 
1957 5,614 
$901-$1,500 1958 5,377 
1959 5,122 

3 
1956 5,825 
$1,501 UP 1957 — 
1958 7,131 
1959 5,316 
1956 4,275 
AVERAGE 1957 5,132 
STATION 1958 5,289 
1959 5,132 

































































Value 
ts announcements Hours Value Value time 
’s & ID's Programs donated programs of personnel Total donated 
4 $85,051 582 274 $52,775 $6,740 $144,566 
8 70,858 511 184 32,104 6,749 109,711 
5 97,933 494 180 32,499 7,778 138,210 
9 94,321 626 251 55,704 6,507 156,532 
2 145,015 628 269 67,472 14,291 226,778 
23 174,900 513 213 63,363 6,720 - 244,983 
15 164,830 538 252 54,465 7,439 226,734 
6 153,322 556 242 50,124 9,891 213,337 
98 267,897 848 314 115,855 18,342 402,894 
24 323,770 833 313 138,842 17,937 480,549 
30 277,664 708 273 107,738 17,059 402,461 
30 194,009 508 283 109,396 15,104 318,509 
roma, 
78 393,438 1,061 366 193,026 21,246 607,710 
is 570,304 892 295 162,299 15,375 747,978 
ad 557,429 974 325 223,864 23,766 805,059 
- 390,666 958 304 155,614 16,630 562,910 
a 
ae 1,317,883 593 318 779,898 38,077 2,135,858 
89 1,274,473 835 267 326,310 52,685 1,653,468 
ap 1,189,236 1,121 385 573,922 57,217 1,820,375 
* 1,008,556 620 268 438,701 41,922 1,489,179 
79 249,587 709 315 125,010 19,321 393,918 
32 370,019 672 253 109,865 14,100 493,984 
289 353,000 690 274 151,851 16,247 521,098 
32 321,531 643 269 136,700 15,991 374,222 
> Re the smallest category. used by 150,000 teachers in their in- | manpower to produce a series of spe- 
and a It was greatest, perhaps, in the struction of some seven million school _cial programs on Korea, Japan and 
lue of Class A hourly rate of $901 to $1,500 _ children in all parts of the country. Red China and a series on the prog- 
decline classification. Largest stations, those The network is planning to ress and problems of our Latin- 
npared with Class A rates of $1,501 and up, strengthen and expand its informa- American neighbors, as well as other 
revious showed a smaller change in totals. tional programming by the 1960-61 __ special reports.” 

In addition to the public-service season. Leonard Goldenson, president ABC-TV is planning weekly agri- 
ats and programs presented by stations indi- of AB-PT, says plans cover “those cultural programs which will be pre- 
lic was vidually, the networks have made programs that inform or educate the _ pared in cooperation with the editors 
ling to large contributions in this direction. viewer, heighten his awareness of the of Prairie Farmer, Wallace’s Farmer 
ber of : world he lives in, stimulate him to and Wisconsin Agriculturist, three 
r. The Mere Euapnavte think about his responsibilities as a _ long-established farm publications. 
lonated ABC-TV, in its efforts to overtake citizen of that world and stick to his The network has many other plans in 
74,222 the other networks, has given addi- _ intellectual ribs....One of which we __ this field, including two major tele- 

tional emphasis to informational pro- are particularly proud is the 30- vision specials based on Bible dramas 
ship of B crams. Among weekly informational minute weekly series based on the six _ portraying David the Boy and David 
ars had shows on the ABC-TV schedule are volumes of Sir Winston Churchill’s the Man. 
service 


the sta- 
all into 











Johns Hopkins File 7, Open Hearing, 
College News Conference, Bishop 


Pike and High Road. The latter is 


memoirs. John Daly’s news, special 
events and public-affairs department 
has been given increased budgets and 


While some of these programs will 
be presented without sponsorship, 
(Continued on page 74) 
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Pittsburgh Cavalcade full-hour series on Wiic 


Dramatic moment in the course of a brain-surgery telecast by KRON-TV 
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ime was when a so-called “public- 
7. ice program” was construed 
to be, inevitably and ipso facto, a 
sustaining program—in peak non- 
whose dullness was 





viewing time 
matched only by a prim determina- 
tion to avoid any “taint” of crass com- 
mercialism at all costs (and the word 
is used advisedly). 

While this interpretation was hard- 
ly fair to a good deal of worthwhile 
informative and educational program- 
ming done in the past by television 
stations under their obligation to 
amount of their 
broadcast time “in the public interest, 
convenience and necessity,” it is true 
that for much of video’s first decade 
public service seemed to be distinctly 
incompatible with sponsorship. 


donate a certain 


But times have a habit of changing, 
and today finds a rapidly growing 
trend toward public-service program- 
ming which carries commercial spon- 
sorship. As expressed by Donald H. 
of Westing- 


house Broadcasting Co., at last Sep- 


McGannon, president 


tember’s third annual Westinghouse 


Sponsored 
public service 


Advertiser endorsement 
does not detract 
from program value, 


executives agree 


Public-Service Conference, today “it 


is simply good business to do public 
service.” 

The “revolution” in public-service 
programming is taking place on both 
the network and local levels. “Public- 
Service Report” on page ?? of this 
issue relates the extent to which ad- 
vertiser support of public-service 
offerings is growing on the three net- 
works, and more and more sponsors 
are recognizing the value of such pro- 
grams at the local level. 


Nationwide Survey 


To find out how station manage- 
ments across the nation feel about 
sponsored public service, TELEVISION 
AGE queried a number of representa- 
tive stations, asking them whether 
they believe that a sponsored pro- 
gram can be true public service, and 
what disadvantages, if any, they see 
in public service being sponsored. 

The responses indicate that net- 
work thinking finds a virtually unani- 
mous echo among local outlets. Not 
only can public service be sponsored, 


ee 


eae 


WLW-C newscast for the 





in the opinion of practically every 
station queried, but it also should be 
sponsored, according to many station 
executives, if for no other reason than 
that the additional funds thus pro- 
vided for production and talent can 
make for a better, more finished 
public-service effort. 

Robert E. Dunville, president of 
the Crosley 


speaking on behalf of the company’s 


Broadcasting Corp., 
network of five television stations 
wLw-a Atlanta, wLw-T Cincinnati, 
wLw-c Columbus, wLw-p Dayton and 
WLW-I Indianapolis—says that spon- 
sorship or non-sponsorship per se has 
nothing to do with the effectiveness of 
a public-service program. 

“A public-service program should 
not necessarily be judged on whether 
or not it is commercial or sustain- 
ing,” he states, “but rather upon the 
content of the program and its evi- 
dence as a true service to the public. 
Decision of a station not to carry a 
so-called ‘public-service program’ be- 
cause it is sponsored is something 
that should not be tolerated. 
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> deaf during Columbus newspaper strike 
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“To our knowledge, this is not the 
general rule of the industry and cer- 
tainly not one of the Crosley Broad- 
casting Corp. We do believe, however, 
that public-service programs should 
be diligently policed as to the type of 
commercial messages rendered. 

“Many good programs are in fact 
public-service programs, although 
they are not so entitled or recognized 
as such because they have entertain- 
ment value. The label ‘public service’ 
should not arbitrarily rule out the 
values of entertainment, interest or 
sponsorship, any more than a reduc- 
ing diet need eliminate all foods that 
are attractive and palatable, leaving 
only dry toast. 

“We at Crosley do not want the 
words ‘public service’ to have an un- 
pleasant connotation to our audience; 
we strive to present these programs 
with the same attention to production 
detail as any other program. If such 
a public-service program can be spon- 
sored by a client with a suitable prod- 


uct, this is of advantage to the station 
and the client, as well as to the 
audience.” 

One such program on WLW-T is 
Signal Three, devoted to teaching 
traffic safety to youngsters and pro- 
duced in cooperation with the Safety 
Education Division of the Cincinnati 
Police Department and the Cincinnati 
Board of Education. The weekly 
Saturday-morning show is sponsored 
by the H. H. Meyer Packing Co., 
whose name is painted on the little 
model trucks used in the safety 
demonstrations as part of its identifi- 
cation. 


Commercials Checked 


“Commercials are screened by the 
station,” says Mr. Dunville, “but such 
is the perspicacity of the sponsor that 
they do not create a jarring note nor 
an out-and-out break in program con- 
tinuity, but present a carefully inte- 
grated message. In fact, the Meyer 
company believes it is performing a 


public service in helping present 
Signal Three.” 

The preponderant majority of 
broadcasters, as noted, is in agree. 
ment with Mr. Dunville on the ac- 
ceptability of a sponsored public. 
service show—provided the station 
maintains complete and rigid control 
of the content of the program. Follow- 
ing, in alphabetical order by city, are 
some of the thoughts on the subject 
expressed to TELEVISION AGE by sta- 
tion men around the country. 

Says Raymond E. Carow, general 
manager of WALB-TV Albany, Ga.: “f 
see no reason why public service 
should not be sponsored and still be ~ 
considered true public-service pro- 
gramming. There are many local ex” 
amples. We have had a civic-forum) 
type of program which was sponsored 
by a large corporation as a public” 
service gesture, so obviously the two 
can go hand in hand. I see no im | 
herent disadvantage in public-service 
programs being sponsored. Of course,” 


wavy-Tv Portsmouth-Norfolk keeps viewers abreast of air-defense activities 
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Tax debates are conducted on WWJ-TV Detroit 


difficulties could evolve if the sponsor 
attempted to sway the content of the 
program.” 

Evan Mahaney, operations man- 
ager of KoAT-TV Albuquerque, is one 
who does see disadvantages in spon- 
soring public service. “Controversial 
panel shows—and we have one— 
should never be sold,” he says. “I 
have yet to meet a sponsor with no 
‘ideas’ on any controversy.” 

During the past year, states a 
spokesman for KALB-TV Alexandria, 
La., the station has been able to pres- 
ent under commercial sponsorship a 
special salute to the March of Dimes 
in prime time. “This is only one ex- 
ample of programs which were spon- 
sored on KALB-TV, the preparation of 
which was left solely in the hands of 
a public-service agency or organiza- 
tion and presented within the frame- 
work of a regular sponsored pro- 
gram,” he says. “Performances by 
high-school and church groups in 
prime time during special seasons, 
like Christmas, were also made pos- 
sible by commercial sponsorship of 
civic-minded businesses.” 

J. C. Kellam, general manager of 
KTBC-TV Austin, Tex., believes that 
commercial sponsorship of a public- 
service program. rather than detract- 
ing from, “adds to.” He also feels that 
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it is more difficult to obtain sponsor- 
ship for a program in the public in- 
terest which has controversial aspects 
than it is to sell non-controversial 
shows. 


A public-service program can be 


sponsored and still perform a true 
service to the public, in the opinon of 
Ed Fryers, public-affairs producer for 
WJZ-TV Baltimore. “As long as the in- 
dividual station or producer retains 
control over every aspect of the show 
and is not influenced by the sponsor 
or his representatives, I feel that this 
sponsorship does not impugn the 
show,” declares Mr. Fryers. 


Often Improves Program 


“The fact that money is available 
in an area usually suffering from a 
small budget,” he continues, “should 
improve a program as long as the 
producer remains faithful to his trust 
to do a true and balanced public- 
service job.” 

Among the dissenters is Art Coun- 
tiss, program director for WCYB-TV 
Bristol, Va. “I do not feel,” he asserts, 
“that true public-service program- 
ming in the real sense of the word 
should be sponsored. I believe that the 
station itself, as a medium of service 
to the community, should be the sole 


(Continued on page 76) 


Public-Service 
Directors 


Among stations having special dir 
of public service and public affairs are 
following which were reported to Tf 
SION AGE. For stations not listed, inqui 
should be addressed to the general man 
or program manager. 


Alabama: 
Montgomery: 
wsPa-Tv: Charlotte Chilton. 
Arizona: 
Tucson: 
K¢uN-TV: Bill Hafford. 
California: 
Los Angeles: 

KNXT: Marshall C. Kizziah. 
Redding: 

Kvip: Barbara Rector. 
Sacramento: 

KcRA-TV: Bill Furnell. 

San Diego: 

KFMB-TV: Parker H. Jackson. 

KFsp-Tv: Mildred Fenton. 
San Francisco: 

KRON-TV: Thomas F. Mullahey. 
District of Columbia: 
Washington: 

wrc-Tv: Burton Bridgens. 

wrop-tv: Edward F. Ryan. 
Florida: 

Jacksonville: 
wrGa-Tv: Sherwood H. Smith. 


(Continued on page 76) 


























Baseball continues high on television popularity lis 












































General Mills 





Telecasts Originating 
Team Home Away Sponsors Rights" Stations 
ll American Tobacco 
LOS ANGELES DODGERS Union Oil $600,000 KTTV 
. MILWAUKEE BRAVES None 
Ss SAN FRANCISCO GIANTS None? 
~ 30 Atlantic Refining e 
= PITTSBURGH PIRATES Ford Dealers $350,000 KDKA-TV® 
5 Pittsburgh Brewing 
_ fe lee 77 5 Hamm Brewing aa sie a 
= CHICAGO CUBS Oklahoma Oil $450,000 WGN-TV 
a 23 30 Colgate-Palmolive 
CINCINNATI REDLEGS Hudepohl Brewing $350,000 WLw-T* 
Standard Oil of Ohio 
"ST. LOUIS CARDINALS 40 Anheuser-Busch? $400,000 KPLR-TV 
= 24 36 Atlantic Refining a 
Ballantine Beer x ; 
PHILADELPHIA PHILLIES Bayuk-Phillies Cigars $300,000 WFIL-TV® 
Tasty Baking 
43 12 Hamm Brewing a ae 
CHICAGO WHITE SOX Oklahoma Oil $350.000 WGN-TV 
ae ae 13 41 Carling Brewing 
CLEVELAND INDIANS Central National Bank $500,000 WEWS 
Standard Oil of Ohio 
ities — ff — ee Ss 
© NEW YORK YANKEES R. J. Reynolds Tobacco $900,000 WPIX 
2 a aa PP yy — Speedway Petroleum eet aan 
= DETROIT TIGERS bre $500.000 — 
. a Stroh Brewing $500,000 vitae TV 
5 29 26 Atlantic Refining 
= BOSTON RED SOx sa scene WHDH-TV® 
& Narragansett Beer 
- BALTIMORE ORIOLES 11 36 Hamm Brewing $450,000 wJz-Tv” 
; 10 Schlitz Beer wz = 
KANSAS CITY ATHLETICS Skelly Oil $300,000 WDAF-TV 
12 12 Colgate-Palmolive 
WASHINGTON SENATORS General Cigar $250,000 WTOP-TV 














1 Figures include radio as well as television broadcast rights. 2 Of 25 contests on the ABC-TV game-of-the-week schedule, 13 will be Giant 
home games. * Network: wyac-tv Johnstown, and wstv-tv Steubenville. * Network: wiw-p Dayton, wiw-c Columbus, wsaz-tv Hunting- 
ton and wieEx-tv Lexington, Ky. = Cardinals owned by Anheuser-Busch. ® Network: wea.-tv Lancaster, and wNep-tv Scranton-Wilkes- 
Barre. * Limited number of games to be fed on week-ends to nearby tv stations. 8 Network: wKzo-tv Kalamazoo, WNEM-tv Bay City, WMTV 


Madison, wyim-tv Lansing and wspp-tv Toledo. ® Network: wrro-tv Providence, wric-tv Hartford, wmtw-tv Poland Spring, Me., and 
waBi-tv Bangor. 1° Network: wspa-tv York, and wiyH-tv Lebanon. 
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wenty years have passed since 
eed tiet baseball made its 
debut on television. Half of those two 
decades had to elapse before Amer- 
ica’s national pastime was able to put 
in its next appearance on the video 
scene, but with the televising by NBC 
of that first big-league game—be- 
tween Cincinnati and Brooklyn—back 
in 1939 a kernel that was to burgeon 
into one of television’s hardiest pro- 
gramming perennials had been sown. 


Baseball pioneered the use of sports 
telecasting as an advertising vehicle, 
and since its emergence as a regular 
adjunct of the video summer picture 
it has continued year after year to 
garner larger and larger slices of 
sports-conscious sponsors’ ad budgets. 
The reason is basic: there is a ready- 
made and avid audience to be reached 
among the nation’s manifold bat-and- 
ball buffs. 

The diamond season which gets 
under way next week is no exception 
to the established pattern. Once again, 
the over-all tab for bringing both 
major-league campaigns to the home 
screens will be considerably more 
this year than any previous financial 
outlay in past seasons, despite the fact 
that 196 games fewer will be aired 
than the peak total of 883 which were 
telecast in 1957. 

Fourteen teams will televise an ag- 
gregate 687 contests during the regu- 
lar season—18 more than the 669 
aired last year, and 94 less than 
1958’s total of 781. To present these 
games, along with an additional 123 


week-end frays over NBC-TV, CBS- 


Box score: ‘60 





with 29 sponsors investing $39.6 million during the coming season 


TV and ABC-TV, plus the World 
Series and All-Star classics, 29 adver- 
tisers will spend the record amount of 
$39.6 million. 

This lofty sum—representing $3.4 
million in excess of 1959’s $36.2 mil- 
lion, and $7.8 million more than was 
laid out for the record number of 
games telecast in 1957—takes in 
$12.4 million for the broadcast rights 
(radio as well as television) alone: 
$6.2 million for the regular play-by- 
play contests, $3 million for the CBS- 
TV Game of the Week, NBC-TV’s 
Major League Baseball and the re- 
cently announced ABC-TV game-of- 
the-week schedule, and $3.2 million 
for the Gillette-sponsored World 
Series and All-Star stanzas. 

The total advertiser bill is further 
swelled by an additional $10.2 mil- 
lion for the actual cost of producing 
the telecasts—time, talent and facili- 
ties—and by a final $17 million for 
national, regional and local sponsor- 
ship of pre- and post-game programs. 

Some of the sponsors who will split 
this gigantic tab have used televised 
baseball as an advertising medium 
season after season—a few of them 
from the very beginning. As in for- 
mer years, beer companies are again 
numerically the staunchest supporters 
of ball games on television, with an 
even dozen brewing concerns helping 
to pay the freight for the games of all 
but two clubs, plus participating in 
the CBS-TV and NBC-TV weekly 


sessions. 


Leader among the lager firms inso- 
far as multiple sponsorship is con- 
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Major-League Attendance Figures, 1956-1959 
National League Attendance 
Team 1956 1957 1958 1959 

Los Angeles' 1,213,562 (1) 1,026,158 (3) 1,845,556 (7) 2,071,045 (1) 

Milwaukee 2.046.331 (2) 2.215.404 (1) 1.971.101 (1) 1,749,112 (2) 

San Francisco" 629.179 (6) 653,903 (6) 1,272,625 (3) 1,422,130 (3) 

Pittsburgh 949.878 (7) 850,732 (7) 1,311,988 (2) 1,359,917 (4) 

Chicago 720,118 (8) 670,629 (8) 979,904 (6) 858.255 (5) 

Cincinnati 1,125,928 (3) 1,070,850 (4) 788,582 (4) 801,298 (6) 

St. Louis 1,029,773 (4) 1,183,575 (2) 1,063,730 (5) 929,953 (7) 

Philadelphia 934.798 (5) 1,146,230 (5) 931,110 (8) 802.815 (8) 

Total 8,649,567 8,817,481 10,164,596 9,994,525 

American League Attendance 

Team 1956 1957 1958 1959 

Chicago 1,000,090 (3) 1,135,668 (2) 790,451 (2) 1,422,864 (1) 

Cleveland 865,467 (2) 722,256 (6) 663.805 (4) 1.497,976 (2) 

New York 1,491,784 (1) 1,497,134 (1) 1,428,438 (1) 1,552,030 (3) 

Detroit 1,051,182 (5) 1,272,346 (4) 1,098,924 (5) 1,221,221 (4) | 

Boston 1,137,158 (4) 1,181,087 (3) 1,077,047 (3) 984.102 (5) | 

Baltimore 901,201 (6) 1,029,581 (5) 829.991 (6) 891,926 (6) | 

Kansas City 1,015,154 (8) 901,067 (7) 925,090 (7) 963,683 (7) 

Washington 431,647 (7) 457,079 (8) 475.288 (8) 615,372 (8) 

Total 7,893,683 8,196,218 7.289.034. 9,149,174 | 

Combined Totals 16,543,250 17,013,699 17,453,630 19.143,699 | 

Numbers in parentheses indicate league standing. 1Brooklyn until 1958. *New York until 1958. . 
t 
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cerned is Hamm Brewing Co., which 
is carrying the Baltimore Orioles’ tv 
schedule solo and co-sponsoring the 
Chicago Cubs and Chicago White Sox 
telecasts. Ballantine beer this season 
celebrates its 10th year as a New York 
Yankees sponsor and is also one of 
the quartet of advertisers sharing the 
Philadelphia Phillies’ tv line-up. 

Anheuser-Busch will again have 
sole sponsorship of the St. Louis 
Cardinals, which it owns, and will be 
one of three sponsors involved with 
the NBC-TV week-end contests on a 
regional basis. Other suds outfits 
spread over both leagues include 
Pittsburgh Brewing, Hudepohl, Car- 
ling, Stroh, Narragansett, Schlitz, 
Falstaff, National and Genessee. 

Oil-and-gasoline companies _tradi- 
tionally comprise the next largest ad- 
vertiser group buying the play-by- 
plays. The multiple-sponsorship title 
in this category once again goes to 
Atlantic Refining, which, like last 
year, is carrying parts of the Pitts- 
burgh Pirates, Philadelphia Phillies 
and Boston Red Sox schedules on tv. 
Oklahoma Oil is Hamm Brewing’s co- 
sponsor for the Cubs and White Sox, 
as in the past, and Standard Oil of 
Ohio has a third of the Cincinnati 
Redlegs and the Cleveland Indians 
telecasts. 

Union Oil will be dividing the cost 
of the Los Angeles Dodgers’ 11 tv 
games with the San Francisco Giants 
with American Tobacco; Speedway 
Petroleum splits the Detroit Tigers 
commercial time with Stroh Brewing: 
and Skelly Oil, a newcomer to the oil- 
company roster last year, is repeating 
its co-sponsorship of the Kansas City 
Athletics with Schlitz beer. 

Tobacco is the third major category 
habitually employing televised base- 
ball as a selling medium. R. J. Reyn- 
olds this year will be marking its 
fifth season of sponsorship of the 
Yankees in conjunction with Ballan- 
tine, as well as buying into the Boston 





owns 


Baseball Viewing Sept. °59 vs. Regular Viewing Mar. 59 | 


Average Share of Audience 


(Figures in ( ) indicate audience to same time periods when there was no baseball) 










Pre-game Game Post-game 
Sept. Mar. Sept. Mar. Sept. Mar. 
New York 
Saturday afternoon 24 (10) 35 ( 7) 28 ( 8) 
Sunday afternoon 22 ( 4) 32 (11) 16 ( 4) 
Weekday evening 5 ( 4) 8 ( 4) . ({ 
Chicago 
Saturday afternoon 30 (33) 65 (19) 62 (20) 
Sunday afternoon 34 (34) ‘63 (32) 65 (28) 
Weekday afternoon 17 (42) 29 (30) 22 (55) 
Weekday evening 24 (31) 25 (16) 33 (30) 
Detroit 
Saturday afternoon 68 ( 8) 81 (35) 56 0 6(34) 


Source: Nielsen Station Index 


Red Sox for the first time on a four- 
way split. Bayuk-Phillies cigars again 
will back the Philadelphia National 
League team in concert with a trio of 
other sponsors, among them the Tasty 
Baking Co., and the General Cigar 
Co. has one-third of the Washington 
Senators, partnered with 
Mills and Colgate-Palmolive. 


General 


Colgate also has taken on a one- 
third sponsorship of the Cincinnati 
Redlegs, along with maintaining its 
one-fourth of the CBS-TV Game of 
the Week. Other regular-schedule 
sponsors are two Ford dealer asso- 
ciations and the Central National 
Bank. The latter has bought into the 
Cleveland Indians telecasts for the 
first time; one group of Ford dealers 
has switched from Cincinnati to Pitts- 
burgh in the National League, while 
the Ford Dealers of New England are 
sticking with their American League 
affiliation, the Boston Red Sox. 

For the third successive year de- 
votees of the diamond who get their 
baseball kicks electronically will be 
receiving an increased dividend in the 


matter of games telecast by the net- 
works on week-ends. In 1958 CBS-TV 
broadened its Game of the Week 
schedule to include 17 Sunday con- 
tests in addition to the 26 Saturday 
offerings of the previous three sea- 
sons; last year the skein was upped to 
19 games. Twenty-six contests had 
been presented by NBC-TV’s Major- 
League Baseball on Saturday after- 
noons in 1958; this became a 50-game 
schedule of both Saturday and Sun- 
day telecasts a year ago. 

This season the NBC-TV line-up 
remains the same, with the series be- 
ginning on April 16-17 and running 
through Oct. 1-2. Forty-eight games 
one less than last year—divided be- 
tween 25 Saturdays and 23 Sundays 
will be presented by CBS-TV this time 
out, with the string due to start on the 
same week-end as NBC and to wind 
up on Oct. 1. 

The extra dividend for baseball 
viewers this year comes from ABC- 
TV, entering the national diamond 
picture for the first time. As one re- 


(Continued on page 113) 
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Television 
across 
the board 


Young & Rubicam 

uses medium in every 
conceivable way— 

spot, local, network 

—and creates own methods 


if necessary 


Bert & Harry... 





ot too long ago—yesterday, per- 
haps—there was a_ concerted 

cry among agency people for the 
establishment of an “image.” Virtually 
overnight one shop became known as 
creative, marketing- 
oriented, another as research-minded. 
Through the period of appellation, 


another as 


as it had done before and continues 
to do today, Young & Rubicam, Inc., 
went on being all things to all men. 
To the advocates of “more humor” 
in advertising, Y&R was looked upon 
as the genesis of Bert & Harry Piel; 
“hard-sell” devotees pointed to the 
agency's Bufferin or Spic and Span 
campaigns; for the “institutional” 
and “corporate image” boys, there 
was the Y&R work for such clients as 
General Electric and Goodyear; for 
proponents of strong auxiliary agency 
services, it only had to be noted that 
Young & Rubicam organized its own 
merchandising department in 1925, 
brought in Dr. George Gallup in 1932 
to create the first fully staffed agency 


research department and runs a con- 
“test market” 
among others. 


tinuing program, 

Obviously, the agency’s own image 
is indistinct. The vagueness, however, 
is intentional. Employing more than 
2,600 employes in 14 offices, Y&R 
seemingly does not try to fit everyone 
into a mold. Raymond Rubicam, 
founder and former president of the 
agency, has been quoted as telling a 
department head that in an operation 
of such size, “You can’t staff a depart- 
ment with just your kind of guy; you 
need every kind.” 

The purpose of the agency, once 
noted Sigurd S. Larmon, now chair- 
man of the board, is not to sell itself. 
“It has one aim—to help sell goods 
and services for our clients.” 

That Young & Rubicam has done 
its job well is all too evident. Of four 
advertising agencies readily identified 
as the industry “giants” insofar as 
their billings are over the $200- 
million mark, Y&R is the youngest. 


Late News in New York works for Y & R client 


In terms of dollars, rather than years, 
it ranks in third place, behind J. 
Walter Thompson and McCann-Erick- 
son and ahead of BBDO. 

Under its present name, the com- 
pany was formed in Philadelphia in 
1923 by John Orr Young, who served 
as president, and Ray Rubicam. Initial 
clients were a number of small, local 
firms, one of which is vaguely remem- 
bered as a “do-it-yourself shoestring 
or buttonhook item.” Building on the 
literal shoestring, the agency soon 
added Post cereals—an account that 
would form the nucleus of a large 
piece of General Foods Corp. business 
in the future. 

Three years later Y&R moved to 
New York, where Mr. Rubicam took 
over as president. He was followed by 
Chester J. LaRoche in 1934 and Mr. 
Larmon in 1942. At the war’s end in 
1945, Young & Rubicam was one of 
two agencies billing as much as $50 
million. (JWT was the other leader in 
the field.) In the post-war advertising 
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Twilight Zone (top) and Goodyear Theater show quality 








boom, the agency climbed steadily to 
its present figure of $232 million, 
with about $35 million of that gained 
through eight foreign offices. 

Almost since television became a 
major factor on the national scene, 
about 40 per cent of total Y&R bill- 
ings has gone into the medium. “The 
percentage may seem small in com- 
parison with agencies which bill 50, 
75 or 80 per cent in tv,” said William 
E. (Pete) Matthews, vice president 
and director of media relations. “But 
40 per cent of our total billing comes 
to about $100 million, and that’s more 
than many of the larger agencies put 
into all media.” 

Over the last five years, Mr. Matth- 
ews stated, Y&R billings would aver- 
age out to 40 per cent in tv-radio, 30 
per cent in magazines, 20 per cent in 
newspapers and 10 per cent in out- 
door and miscellaneous. “The break- 
down represents the needs of our ad- 
vertisers today,” he said, noting that 
the “balanced” list of clients dictates 
a similar balance in use of media. 

In a particular medium—television 
—balance again appears to be a key- 
word. There is no corner of commer- 
cial video advertising the agency has 
not employed for a client. From a 10- 
second spot for Piel’s beer in New 


Mr. Gribbin 


York to a two-hour Fabulous Fifties 
special for General Electric on the 
full CBS-TV network, Y&R has done 
everything and anything. 


Network Programs 


It uses existing network programs 
such as The Millionaire, I’ve Got a 
Secret and Gunsmoke to reach adult 
viewers for Gulf Oil Corp., Bufferin 
and Remington shavers, respectively ; 
it buys morning quizzes and after- 
noon soap operas to get the housewife 
audience for General Foods and 
Procter & Gamble products; it uses 
kid shows such as Ruff and Reddy 
and Soupy Sales to sell Borden’s 
chocolate and Jell-O; Sanka is adver- 
tised on the network Douglas Ed- 
wards and The News, while local live 
newscasts are bought for Piel Bros. 
and other clients. Syndicated proper- 
ties—Sea Hunt, Brave Stallion, This 
Man Dawson, etc.—are employed for 
numerous accounts. Spot commercials 
for 20-25 different companies are con- 
tinually produced and placed in single 
test arcas or a hundred national 
markets. 

And, when Young & Rubicam can’t 
find what it wants to buy for a specific 
client, it sets out to develop its own 
properties or to create entirely new 


Mr. Matthews 


availabilities. Two cases in point: 
Maverick and ABC-TV’s 
operation. 

“There’s no doubt that Maverick is 
one of the biggest success stories in 
television,” said Mort Werner, direc- 
tor of the radio-tvy department and 
vice president of the agency. “Its suc- 
cess stemmed from a combination of 
elements, one of which was the will- 
ingness of Kaiser Industries Corp. to 
gamble on such a program in the first 
place, rather than go for a copy of 
the dramatic-format shows used by 
other corporate giants in the metal 
and chemical fields. They were sold 
on the commercial possibilities of a 
star who wasn’t the ordinary cowboy 
hero, and the agency played a major 
part in showing them how to mer- 
chandise the program to their own 
salesmen, brokers and the public. We 
know that national awareness of 
Kaiser as a primary factor in its field 
dates from the time it began using 
Maverick.” 


daytime 


> 


Where agency and client worked 
closely with the western’s producers 
in allowing the show to gravitate to- 
ward comedy and satire, program- 
ming was of secondary importance 
when Y&R aided ABC-TV in getting 

(Continued on page 87) 


Mr. Werner 
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Routine year for spot... up, up, up 


P&G again leads 
advertiser parade 


with investment 


of $45 million 


he year 1959 in spot television 

was a routine one: not only did 
national and regional advertisers 
spend more money in the medium last 
year than they did in 1958, they sur- 
passed percentage increases scored in 
previous years. Major individual ad- 
vertisers, in fact, showed a tiresome 
consistency: almost all of them hiked 
their investments considerably. All in 
all, judging from Television Bureau 
of Advertising’s annual report, re- 
leased this week, spot television had 
an ordinary year. 

Predictably enough, Procter & 
Gamble Co. remained the largest 
single advertiser in spot television in 
1959, with an estimated investment of 
$45 million. Needless to say, that 
figure represents a substantial climb 
($11.2 million) over the $33.8 mil- 
lion invested by P&G in the medium 
in 1958. Adell Chemical Co.’s $18.1- 
million investment in spot tv in 1959 
is almost $6 million more than its 
1958 spot tv expenditure. 

Certain big-name advertisers more 
than doubled 1958 spot investments: 
Bristol-Myers Co. managed to triple 
it, going from $2.8 million to $7.7 
million, while Kellogg Co. went from 
$2.5 million to almost $6 million. 
Perhaps the only “relief” from this 
financially prosperous picture is af- 
forded by Lever Bros., which un- 
accountably reduced spot tv invest- 
ments in 1959 by $2 million ($16.5 
million in 1958, $14.1 million last 
year). 

For the record, here are the TvB 
totals for spot tv in 1959: an esti- 
mated $605,603,000 was invested na- 

(Continued on page 92) 
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Top Spot Advertisers in 1959 


. Procter & Gamble 
Co. 


2. Adell Chemical Co.. . 


. General Foods Corp.. 

. Lever Brothers Co.. 

. Colgate-Palmolive 
Co. 

. Continental Baking 
Co. 


7. Warner-Lambert 


Pharma. Co 
. American Home 
Products Corp. ... 
. Brown & Williamson 
Tobacco Corp. ... 
. Miles Laboratories, 
Inc. 
. Bristol-Myers Co.... 
. International Latex 
. catcaws o's 


. Kellogg Company .. 


. Texize Chemicals, 
Inc. 

. Philip Morris, Inc.. . 

. R. J. Reynolds 
Tobacco Co. 


. Corn Products Co... 
. P. Lorillard & Co... 
. Standard Brands, Inc. 


. United Merchants & 
ee 


. J. A. Folger & Co... 
2. Avon Products, Inc.. 
. Sterling Drug, Inc... 
4. Anheuser-Busch, Inc. 


5. Coca-Cola Co. 


Bottlers 


. Carter Products, Inc. 


. American Tobacco 
Co. 

. Ford Motor Co. 
Dealers 

. Revlon, Inc 

. General Mills, Inc.. . 

. Vick Chemical Co.. . 

. Lanolin Plus, Inc... . 

. B. T. Babbitt, Inc... . 

. Pepsi Cola Co. 
Bottlers 


18,132,030 
14,599,400 


. 14,118,940 


13,879,890 
10,806,480 
10,690,620 
10,657,620 

9,252,640 


7,830,830 
7,744,650 


7,381,340 
5.988,600 


5,360,900 
4,387,270 


4,252,450 
4,226,190 
4,177,170 
4,135,040 


3,840,970 
3,722,440 
3,677,040 
3,660,910 
3,649,070 


3,567,960 
3,474,300 


3,467,440 


3,438,840 
3,284,050 
3,237,710 
3,115,200 
3,047,290 
2,992,150 


35. 


36. 


3 


o 


4l. 
42. 
43. 
Ad. 
45. 


46. 
47. 


48. 
49. 
50. 


ol. 
52. 


53. 


~ 


58. 
59. 


60. 
61. 
62. 
63. 
64. 
65. 


66. 
67. 


34. 
55. 
56. 
Si. 


Liggett & Myers 
Tobacco Co., Inc.. 
Andrew Jergens Co.. 


. Wesson Oil & Snow 


Drift Co., Inc... 


Food Mfgrs., Inc... . 
William Wrigley, Jr. 
Co. 


Drug Research Corp. 
Pillsbury Co. ...... 
Pabst Brewing Co... 
National Grape 
Cooperative Ass'n. 
Nestle Co., Inc...... 
Norwich Pharmacal 
Co. 
American Chicle Co.. 
Shell Oil Co 
General Motors Corp. 
Dealers 
Max Factor & Co... 
Carling Brewing 
Company, Inc. ... 
Jacob Ruppert 
Esso Standard Oil Co. 
National Biscuit Co.. 
fg 
Falstaff Brewing 
en eae 
Sun Oil Co 
U.S. Borax & 
Chemical Corp. .. 
Pharma-Craft Corp., 
SRR ae 
Associated Products, 


Helena Rubinstein, 
Inc. 

Heriz Corp. ....... 

Quaker Oats Co..... 

Jos. E. Schlitz 
Brewing Co. ..... 

Minute Maid Corp... 

Theo. Hamm 
Brewing Co. ..... 


2,948,590 
2,923,670 


. 2,883,440 
. Borden Co., Inc... .. 
39. 
40. 


2,824,470 
2,769,580 


2,749,420 
2,745,350 
2,742,900 
2,712,080 
2,710,170 


2,601,350 
2,581,390 


2,534,960 
2,496,540 
2,451,710 


2,427,260 
2,423,490 
2,395,710 
2,213,820 
2,198,650 
2,130,880 
2,075,850 


2,061,370 
2,038,840 


1,998,720 
1,973,510 
1,956,140 
1,920,480 
1,915,420 
1,859,690 


1,850,150 
1,822,880 


1,821,880 


(Continued on page 93) 








We of BMI are proud to receive this honor... 





AN APPRECIATION 


FOR TWENTY YEARS BROADCAST MUSIC, INC. HAS HELD WIDE 
OPEN THE DOOR OF OPPORTUNITY FOR AUTHORS, COMPOSERS 
AND PUBLISHERS OF ALL TYPES OF MUSIC. 


IT.HAS SOUGHT THEM OUT IN EVERY CORNER OF THE COUNTRY. 


IT HAS NURTURED THEM, AND ENCOURAGED THEM, AND ABETTED 
THEIR DEVELOPMENT IN EVERY HONORABLE, MEANINGFUL MATERIAL 
AND SPIRITUAL MANNER. 


AND IN SO DOING, BROADCAST MUSIC, INC. HAS IMMEASURABLY 
ENRICHED ALL OF AMERICAN MUSIC. 


\ € , 
\ Nan 
XS 


\ : 


} 


As MUSIC PUBLISHERS, AUTHORS AND COMPOSERS WHO WERE 
THUS ENABLED TO MAKE OUR OWN INDIVIDUAL CONTRIBUTIONS TO 
THE MUSICAL WEALTH OF OUR NATION AND THE WORLD, WE, ON THE 
OCCASION OF BROADCAST MUSIC,INCS 207 ANNIVERSARY, 
HEREBY EXPRESS OUR DEEPEST APPRECIATION TO BMi AND ALL ITS 
OFFICERS, DIRECTORS AND EMPLOYEES. 


FROM THE FAMILY OF 


MUSIC PUBLISHERS, AUTHORS AND COMPOSERS 


FEBRUARY Sru, 1960 


i Cab (uh 


I 


flu it 


BROADCAST MUSIC, INC. 


589 Fifth Avenue . New York 17, N. Y. 
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He may choose one of several channels. Or none. That 
depends on the offerings, and how they’re served up. Providing 
the right show for the right audience at the right time 

is the special talent of McCann-Erickson program specialists. 


Broad mass audiences call for individual types of programming. 

# Specialized groups require others. Thus our experienced 
program-builders have helped to select and produce such 
attractions as five of ’59’s top-rated specials, four of the 

9 leading westerns, three of the finest drama shows and this 
season’s Outstanding documentary (winner of two 

Sylvania awards.) 


Such an approach is too all-inclusive for any narrow formula 
concept. It makes for constantly fresh and stimulating TV 
offerings, of which both client and agency can be proud. 
McCANN-ERICKSON, INC. 
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Available for the first time because... 








WITH SMILING JACK SMITH as host, this famous favorite of TV 
half-hours—YOU ASKED FOR IT—is now available on film for 
your markets. 


With ratings consistently around 20 and better in all services, 
YOU ASKED FOR IT has a family audience ideally balanced 
between men, women and children...a huge audience of pros- 
pective customers. 


PRE-TESTED for more than 8 years on 81 network stations, YOU 
ASKED FOR IT has never been without a sponsor. One sponsor 
reports that, using this program as his only advertising, his busi- 
ness increased 5 times in 4 years. 


80,000 MAIL COUNT per year every year verifies audience interest 
...and interest means potential sales. 


104 EPISODES AVAILABLE right now...so investigate YOU ASKED 
FOR IT today. 
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BING CROSBY, Chairman - KENYON BROWN, President 
Telephone or wire collect: 
HENRY R. FLYNN, General Manager 
915 North La Brea Ave., Hollywood 38, Calif., OLdfield 6-6050 


Check these other shows from CROSBY/BROWN who produce and 
syndicate true-to-life travel and adventure programs. 


SQUAD CAR 
DANGER 
ZONE 
ol 
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Film Report 


GUILD DEMANDS 

Guild negotiations with networks, 
major studios and independent pro- 
ducers on new tv contracts are enter- 
ing the critical phase. The Writers 
Guild is now striking virtually all pro- 
duction organizations, and indica- 
tions are that the actors will join 
WGA to make it a complete industry 
shut-down in film tv. Key points at 
which the two sides are far apart are 
payments on series sold in foreign 
markets, and increased residuals. The 
producers contend that to give way 
on these two points would bankrupt 
them, while the guilds are just as 
adamant in demanding some sort of 
payment for all uses of programs. 


Some negotiating executives, e.g. 
NBC’s Thomas Sarnoff, say they are 
hopeful of a quick settlement. Belief 
is, however, that any speedy end to 
the strike can come only with grant- 
ing the guilds a substantial portion of 
their demands. Producers are already 
feeling the pinch of the WGA strike 
in a lack of scripts, and any continua- 
tion of the strike beyond the end of 
May would result in the most colossal 
production snarl in Hollywood his- 
tory. ‘ 


SALES ... 

Continental Oil Co. has purchased 
California National Productions’ Blue 
Angels for 60 markets in the south, 





PHL SUTURES. 2. cccccsccves 


aay t was the first time I ever 
signed a new 52-week film con- 
tract and slept well the same night,” 
recalls Wayne Parker, president of 
Parker & Associates of Birmingham, 
Ala., which purchased CBS Films’ 
Trackdown for a client last October. 

Presumably, Mr. Parker has slept 
happily ever after, for the client, R. 
L. Zeigler, Inc., one of the largest 
independent meat packers in the 
southeast area, is pleased with the 
sales results following its investment. 
The advertiser has been bankrolling 
syndicated programs for 10 years 
on a year-round basis, but the agency 
last fall found some difficulty in com- 
ing up with the right show. In 
Trackdown, according to Mr. Parker, 
it found an ideal property—although 
the show had a successful network 
run which could be easily docu- 
mented, it had never been aired in 
the Birmingham market. 

“On the air Thursday nights (8:30- 
9 p.m.) since October, Trackdown 
has proven to be everything we hoped 
it would be. Rating-wise and audi- 
ence-wise it has consistently topped 
the competition on the opposite net- 
work. Audience ratings have been as 
high as 37.” It is telecast by WBRC-TV. 

R. L. Zeigler, with plants in Birm- 
ingham, Tuscaloosa and Selma, was 


ee eee eee eeee 


one of the first local advertisers in 


that area to use a 52-week, nighttime 
half-hour show. The company’s dis- 
tribution area is confined within the 
borders of Alabama. 

Trackdown, which consists of 71 
half-hours, is a Four Star Films pro- 
duction. While on CBS-TV it was 
backed by the American Tobacco Co. 
and Socony Mobil Oil Co. With Rob- 
ert Culp in the lead role, the show 
dramatizes case histories taken from 
the files of the Texas Rangers in the 
post-Civil War period. In syndication, 
it is currently aired in approximately 
50 markets. 





west and southwest. The new CNP 
series, based on Navy flyers dur- 
ing World War II, will initially con- 
sist of 26 half-hours. Conoco is 
expected to start the program in the 
fall to bolster its schedule of news and 
weather programs. Sam Gallu is the 
producer. 

MCA TV’s Mickey Spillane’s Mike 
Hammer has been sold in close to 
200 markets in the United States and 
Canada. The mystery-adventure series 
was recently purchased by John La- 
batt, Ltd., brewers, for two upstate 
New York markets. And in Canada, 
Sealy Mattress Co. purchased the 
series for three markets in Alberta 
and Manitoba. Perth Cleaners bought 
Mickey Spillane’s Mike Hammer for 
Manitoba. 

Ziv-United Artists’ Highway Patrol 
has been sold in more than 132 mar- 
kets on a re-run basis. The action 
series, distributed by the company’s 
Economee Division, consists of 156 
episodes. Recent station sales include 
the following: WDAF-TV Kansas City; 
wepo-Tv Cincinnati; wast Albany; 
WHIO-TV Dayton; KTSM-TV El Paso; 
wroc-Tv Rochester; WMAZ-TV Ma- 
con; WLOF-TV Orlando, and wBTw 


Florence. . . . International Harvester 


Dealers is one of the new advertisers 
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Bank of Hawaii e Lennen & Newell 


BANDELIER FILMS, Albuquerque 


Chrysler Corporation « BBD&O 


CHRYSLER 


CORPORATION 





GIFFORD-KIM PRODUCTIONS, INC., New York 





Bissell © Clinton E. Frank 
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TELEVISION COMMERCIALS, INC., Hollywood 


Coca Cola ¢ McCann-Erickson 
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Borden's Starlac e D-F-S 
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LARS CALONIUS PRODUCTIONS, INC., New York 





JAMES LOVE PRODUCTIONS, INC., New York 





Butter-Nut Coffee Co. » D'Arcy Advertising 
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FINE ARTS PRODUCTIONS, Hollywood 





Dutch Masters ‘‘President’’ ¢ EWR&R 










HFH PRODUCTIONS, INC., New York 
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Derby. The series, now sold in almost 
90 markets, has also been picked up 
by Stagg-Bilt Homes, Phoenix, Con- 
solidated Cigar Co., Schmidt beer and 
Schlitz beer. 

Rescue 8, distributed by Screen 
Gems, has gotten some re-run sales 
while still on its first run on some 
stations. WTVJ Miami, for instance, 
bought three runs of the series; WRCA- 
Tv Los Angeles ordered four runs; 
wxyz-TV Detroit and KCRA-TV Sacra- 
mento also bought four runs apiece, 
Since the second year of Rescue 8 is 
now sold in just over 85 per cent of 
its first-year markets, SG has just a 
few first-run sales to make on the 
series. . . . National Telefilm Asso- 
ciates’ Play of the Week continues to 
generate sponsor interest. Latest ad- 
vertiser to sign for the ambitious 
syndicated tape series is Society Na- 
tional Bank of Cleveland, which will 
carry it over WJW-TV in that market, 
The station will present the programs 
in prime time once a month. 

Official Films’ Almanac, described 
as a five-minute wonder show, has 
been sold in more than 42 markets. 
Latest stations to buy the series are 
wxyz-TV Detroit; KREM-TV Spokane; 
KGW-TV Portland; KING-TV Seattle; 
WXEX-TV Richmond; wnuc-tv New 
Haven; wspp-Tv Toledo, and WsM-TV 
Nashville. 

Screen Gems has sold a group of 12 
program series to Tasmanian TV, 
Ltd., in Hobart, Tasmania. The pur- 
chase is said to represent the station’s 
first investment in U. S. program- 
ming. Programs sold include Dennis 
the Menace, Huckleberry Hound, 
Father Knows Best and Rescue 8. ... 
Fremantle International, which han- 
dles exclusive foreign distribution of 
documentaries produced by wPeix 
New York, has sold one or all of 
those films. (The Secret Life of 
Adolph Hitler, The Russian Revolu- 
tion and The Cold War) to stations 
in Germany, Italy, Mexico, Sweden, 
Denmark, Finland, Switzerland, Por- 
tugal and Canada. 


TAPE... 

Record earnings for the first nine 
months of this fiscal year have been 
reported by Ampex Corp. Net income 


was $2,446,000 on sales of $46,271, 
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000 as against $1,219,000 on sales of 
$26,829,000 for the same period last 
year. 
" Ampex, incidentally, unveils a new 
television tape system this week at 
the NAB convention in Chicago. The 
system, according to Neal K. Mc- 
Naughten, manager of Ampex Pro- 
fessional Products, is capable of 
producing a better picture than some 
live cameras produce. Which is to say 
that an image recorded from a good 
camera may look better on this tape 
than a live image seen through a poor 
camera. The new system as a 6-db 
improvement in signal-to-noise ratio. 
In addition, Ampex is displaying new 
tape production facilities as well as a 
completely equipped tv studio for pro- 
duction of both color and black-and- 
white tapes. . . . Television Bureau of 
Advertising is the latest service or- 
ganization to purchase an Ampex 
recorder. Among other things, it will 
enable TvB members to bring local 
programming by local personalities 
to the attention of national adver- 
tisers. .. . NTA Telestudios has pub- 
lished a 33-page factbook on tape 
production problems titled Questions 
and Answers About Video Tape Com- 
mercials. The booklet attempts to 
clarify procedures relating to tape, 
and is being distributed to agencies. 
Paramount Television Productions 
has appointed regional managers for 
its tape syndication division. They 
are Hank F. Long, western area; Lee 
Cannon, midwestern; George Gray, 
northeastern, and Alton Whitehouse, 
southeastern. Simultaneously, Harold 
Danson was named New York ac- 
count executive. 


PERSONNEL ... 

H. Weller Keever, formerly vice 
president and general manager of 
California National Productions, has 
joined Filmaster, Inc., as vice presi- 
dent in charge of sales. Mr. Keever 
headquarters at the company’s New 
York office, and is currently engaged 
in setting up a distribution organiza- 
tion .. . Meanwhile at CNP, Jacques 
Liebenguth, head of Victory Program 
Sales, the re-run unit, has been ap- 
pointed syndication sales manager, in 
charge of both re-runs and first-run 
programs. 


Flamingo Films has appointed C. 


Advertising Directory of 


SELLING COMMERCIALS 





Esskay Meats « V-D & Co.-Freberg, Ltd. 












ren 


PANTOMIME PICTURES, INC., 





Hollywood 





Goodyear Tire & Rubber Co. ¢ Kudner Agency, Inc. 





BILL STURM STUDIOS, INC., New York 





Friskies (Carnation Co.) « EWR&R 





PLAYHOUSE PICTURES, Hollywood 


Hassenfeld Bros., Inc. ¢ Grey Adv. 





NATIONAL SCREEN SERVICE CORP., New York 





General Foods Corp. « Y&R 





RAY PATIN PRODUCTIONS, Hollywood 


Lavoris e¢ Morse International 





/ 


WONDSEL, CARLISLE & DUNPHY, INC., New York 





Geo. W. Helme Co. « KHCC&A 





WILBUR STREECH PRODUCTIONS, INC., New York 








Max Factor 





TELEPIX CORP., Hollywood 
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Nash Rambler « GMM&B 






















KLAEGER FILM PRODUCTIONS, INC., New York 





RAY FAVATA PRODUCTIONS, INC., New York 


Post Sugar Crisp « Benton & Bowles, Inc. 














National Biscuit Co. ¢ McCann-Erickson 





ELEKTRA FILM PRODUCTIONS, INC., New York 






t 


GRAY-O'REILLY STUDIOS, New York 


Reader's Digest « J. Walter Thompson Co. 
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Norelco « C. J. La Roche 





FARKAS FILMS, INC., New York 


Robert Hall Clothes 





AS 


PELICAN FILMS, INC., New York 












Pacific Telephone e BBD&O 


























Schlitz Beer ¢ J. Walter Thompson Co. 





ANIMATION INC., Hollywood 
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P. (Pete) Jaeger vice president in 
charge of sales. Mr. Jaeger is a part- 
ner of Video Artists, Inc. (closely 
associated with Flamingo in feature 
distribution), and before that was 
eastern sales manager of MGM-TV. 
At the same time Flamingo elevated 
Julian Ludwig to the post of general 
manager in charge of west-coast 
operations. He was formerly Fila- 
mingo’s Los Angeles sales representa- 
tive. 

Robert L. Miller, previously with 
Bernard L. Schubert, Inc., has joined 
Trans-Lux Television Corp. as ad- 
ministrative assistant to Richard 
Carlton, vice president in charge of 
sales. . . . Lou H. Gerard has been 
appointed director of public relations 
for the Trans-Lux Entertainment Di- 
vision, handling both motion-picture 
and tv distribution. . . . Frank W. 
Webb has been appointed Dallas sales 
representative for United Artists As- 
sociated. Previously he was an ac- 
count executive for Independent Tele- 
vision Corp. in Texas. . . . Sidney P. 
Solow, vice-president and _ general 
manager of Consolidated Film Indus- 
tries, has been named to the board of 
directors of Republic Studios. 


COMMERCIAL CUES... 

Gold Medal Studios and Technical 
Animations have signed a long-term 
contract covering a new patented pro- 
duction process called “Technama- 
tion.” The agreement gives Gold 
Medal the exclusive rights to utilize 
the technique to produce entertain- 
ment motion pictures, tv commercials 
and tv programs. 

Basically, “Technamation” is an 
animation process which makes it 
possible, it is said, to add color and 
motion in any direction and at any 
speed or combination of directions 
and speeds to any ordinary still trans- 
parency. Technamation Films, Inc., 
has been formed as a subsidiary of 
Gold Medal to produce features, 
shorts, animated commercials and tv 
shows. “The research to apply the 
‘Technamation’ process to film pro- 
duction has resulted in a technique 
which will revolutionize animation as 
surely as sound and color affected the 
motion-picture industry,” says Martin 


Poll, president of Gold Medal. A 
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THE NUTTY SQUIRRELS 


©1960 Goodford 


“sate? 
ng? 
* Hey The Nutty 
man; Squirrels! 
what’s They're 
happening? ; too much. 





* You mean the ones with that hit record, “Uh-Oh’’? 
* Yeah. Sold over a million copies. And now they’re on TV. 











* The records? 
* No man, the squirrels. Didn’t you get the nuts? 





* Yeah, in the mail. What about it? 
* Some nut at Flamingo decided it pays to advertise. 























* He should have sent film, not nuts. 


* Sure — and he should have said there are 150 great 
six-minute cartoons in color and black-and-white! 


Vi, 


y) 

















q Xt ; 
¢ Produced by Transfilm-Wylide? 


¢ Right! And there’s a crazy merchandising plan to go 
with them. 

















* Where do I get more information? 
* Just call the cats at Flamingo. 














* Cats? * Oh man, 
Flamingos? get out of 
Squirrels? the business... 


Pv 


221 WEST 57 STREET, N.Y. 19, JU 6-7040 
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seven-minute film using the technique 
is now in production. 

A four-day seminar on animation 
will be conducted by Florman & Babb, 
Inc., in New York June 12 through 
June 15. The seminar will cover basic 
principles and right 
through advanced animation tech- 


terminology 


niques, as well as the economics of 
the business. . . . The Animation Pro- 
ducers’ Association has elected new 
officers for the coming year. They 
are: Jack Zander, Pelican Films, 
president; Lew Gifford, Gifford-Kim 
Productions, vice president; Sam 
Magdoff, Elektra Films, treasurer, 
and Bill Weiss, CBS-Terrytoons, sec- 
retary. 

Punch Films, Inc., which has com- 
pleted some 18 commercials for Utica 
Club beer, has been signed to produce 
six more messages utilizing the talk- 
ing beer mugs. This contract calls for 
three one-minute and three 20-second 
teleblurbs. The company (headed by 
Lou Bunin, veteran stop-motion film 
puppeteer) is currently working on a 
series of five-minute cartoons titled 


Mike the MagiCat. 


Pulse Top 10 Western Shows For January 





~ |National| Viewers Per 100 Homes 


Rank Program 
1—Death Valley Days 


2—Shotgun Slade MCA 
3—U. S. Marshal NTA 
4—Cisco Kid Ziv-UA 
5—Man Without A Gun NTA 


6—Brave Stallion ITC 


7—Sheriff of Chochise NTA 

8—Roy Rogers—% Hr. | Roy Rogers 

9—Frontier CNP 
10—Trackdown CBS 


Weat'd Tuned In 


Distributor Average Men Women Teens Children 
U.S. Borax 


16.0 75 o4 15 58 
13.6 79 83 15 46 
12.6 73 83 16 41 
10.7 58 62 15 84 
48 
83 


>< 
re 


As 


10.6 75 17 
9.5 52 16 
9.2 79 15 35 
8.9 38 4] 13 89 
7.8 61 69 16 73 
75 67 73 18 69 


vu 
~1 Ww 
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Cue Recordings has opened up a 
new $50,000 studio in New York 
which the company’s 
existing commercials facilities. 


supplements 


Garry Moore has acquired controlling 
interest in Recording Studios, Inc., 
and has promised a major expansion 
of that installation. Mr. Moore has 
assumed the duties of president. . . . 
Boyce Tuten has been appointed vice 
president in charge of sales and asso- 
ciate producer for the tv commercial 


and industrial division of Lance Pro- 


"i 


Servicing and Sel 


ductions, Inc. 

On the west coast, Ray Patin Pro- 
ductions is filming a combined ani- 
mation-live-action spot for Glo-Coat 
(Needham, Louis & Brorby, Chicago) 
on the Alice in Wonderland theme, 
utilizing the original illustrations 
from the book. The 
firm is also turning out eight over- 
print spots for Schlitz beer (J. Walter 
Thompson, Chicago) to be utilized in 


Lewis Carroll 


sportscasts, marking the entry of the 
brewery into that type of advertising 





TRANSCONTINENT TELEVISION CORPORATION 


380 Madison Avenue, New York 17, N. Y.—YUkon 6-2121 








































approach. ... Jerry Hausner has been . : z , 
a er « a Pulse Top 20 Syndicated Shows for January 
— appointed as dialogue director for : : : : 
mes UPA Pictures, Inc. National Viewers Per 100 Homes 
Wat'd Tuned in 
ildren a Rank Program Distributor Average Men Women Teens Children 
38 P NBC-TV is : sae athacieas thi 1—Sea Hunt Ziv-UA 16.7 82 93 16 27 
4" 5 ¢« >par g or - . ~ -_ - 
46 nie | = = ; Zs ae 2—Rendezvous CBS 16.5 69 78 L5 62 
at may be the greates ogram- 3 2 
41 " _ a a ©: wit a . : ih ; 3—Mike Hammer MCA 16.4 82 89 16 23 
o snake- é gg 2 ear in - — - - 
84 iti gfe ; ee 1—Death Valley Days | U.S. Borax 16.0 75 84 15 58 
48 network history. In an effort to boost ‘ee . * ’ . em a xy mn es ° 
r neat enian: Cdl tkiee i 5—Gray Ghost CBS 15.6 i3 79 15 42 
ratings e seas 2 “] Ss . . ~ ~ 
83 ay : . : 6—Coronado 9 MCA 15.2 85 92 12 19 
35 backing or has an interest in nearly ' : ‘i a ‘ wa 
. ape : 7—Huckleberry Hound |Screen Gems 15.0 61 68 15 85 
89 as many pilots as CBS-TV and ABC. 7 ‘ schaggette ; . a ie 
the : “ig 8—Bold Venture Ziv-UA 14.2 76 85 15 35 
73 ['V combined. In recent activity the : 7 
‘ wee 9—Popeye UAA 14.1 22 29 14 103 
69 network has purchased The Westerner A a a : 0 9 - 
; : om . 10—American Civil War lrans-Lux 13.9 18 83 15 19 
— from Four Star and The Tall Man : ; : in 
Saas Nee ‘Melt iieny Miles tee 11—Shotgun Slade MCA 13.6 79 83 3 41 
ro i -Barry S$ é rO- : mace: é : 
thang a 12—Lock-Up Ziv-UA 132 |8 89 14 ~ 25 
ductions; is producing The Outlaws : " . P b : i és 
‘ A REEE. gee : : s 13—Quick Draw McGraw | Screen Gems 13.0 54 59 14 93 
1 Pro- with MGM-TV, Klondike Fever with 3 can re : 
P ia 14—U. S. Marshal NTA 12.6 73 83 16 4] 
1 ani- Ziv-UA, and L.A. 46, an hour-long 15—Buos B UAA 124 16 snd 13 90 
»-Coat detective drama with Screen Gems, a — ne ps Z a en : _ 
; . ‘ ; 16—Four Just Men ITC 12.3 74 79 16 53 
cago) and is going ahead on its own with oa ees io “ ac 
h ae 17—Tombstone Territory Ziv-UA 12.2 76 8: 16 35 
heme, plans to film another hour adventure * a ; etna ‘ai ‘ < 
atiell adi, Ciel 8—Rescue 8 Screen Gems; 12.1 15 87 15 39 
7 3 a ag : 8—Superman | Flamingo 12.1 51 62 17 92 
. The Four Star Films has made its four ae 
nhmabinigory cme OO CBS 119 |72 7% 19 ~~ 67 
over- new programming sale for next sea- 
Walter son. The show is the hour-long Stage- 
zed in coast West, purchased by ABC-TV. on settlement of the current strike. . . . series being filmed in Italy. 
of the ... Screen Gems will film the pilot of Herbert B. Leonard has started pro- Filmaster Productions has acquired 
I } I 
rtising Bringing Up Mother, a comedy series, duction on The Venturers, action rights to The Swiss Family Robinson 


Uiic Markets of America 


BUFFALO « WGR-TV, WGR-AM, WGR-FM 
SAN DIEGO ¢ KFMB-TV, KFMB-AM, KFMB-FM 
ROCHESTER « WROC-TV, WROC-FM 

BAKERSFIELD « KERO-TV 
SCRANTON-WILKES-BARRE « WNEP-TV 





REPRESENTED BY EDWARD PETRY & CO., INC. 
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of TV SERVICES 








BEKINS FILM SERVICES 
Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Treatment— 
Editing—Commercial Insertions—Storage 
1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 








BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd.. OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 








EAST-WEST DISTRIBUTORS, INC. 
630 NINTH AVENUE 
NEW YORK 36, NEW YORK 
FILM CENTER BUILDING 
JUDSON 2-4727 











|" VIDEO TAPE DUPLICATING 
& FILM TRANSFERS — 





Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 

















CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 








ss 


HAULING & WAREHOUSING 


SPS 


A. sau LT, 





S. 0. S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, PLaza 7-0440 
Hollywood, Calif.: 6331 Hollyweed Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Catalog en your 
letterhead to Dept. N. 








CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 


Udson 6-1420 
RENTALS—S ERVICE 
Motion picture and television equipment 
. lighting equipment . . . generators 
- film editing equipment . . . processing 

equipment. 




















CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 























OPTICAL EFFECTS 











VIDEART INC. 
480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 2-2363-4 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 





Animation Consultants 





STOCK SHOTS 





MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 

















SRN SEES GREE SSIES . 
x < : 











WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


or 
Television, Radio 
& Legitimate Theaters 








PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
PRS William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 
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| from Trans-World Artists. . . 





. A re- 
ligious series entitled Homestead, 
USA is being produced by Christian 
Television Mission of Joplin, Mo., at 
Desilu Studios in Hollywood. The 
half-hour films will be made available 
free to tv stations. 

ABC Films has started production 
on the new Albert J. Cohen produc- 
tion of The Racer at Paramount’s 
Hollywood studios. The company has 
also obtained syndication rights to 
Expedition, a documentary adventure 
program being telecast over KCOP 
Los Angeles. . . . Alex Webster and 
Kyle Rote have been signed by CBS 
Films to perform in Turnpike. They 
join New York Giants teammate 
Frank Gifford, who stars in the series 
as a plainclothes detective assigned to 
the criminal investigation division of 
the New Jersey State Police. 

Fremantle International, Inc., over- 
seas distribution firm, has moved into 
production. One of its programs, 
Henry and His Claymates, is made 
possible by a distribution arrange- 
ment with California National Pro- 
ductions, which will sell the series in 
the States. The Fremantle firm will 


| have complete foreign distribution. 


| 104 five-minute shows in color, 


That program, which will consist of 
will 
be filmed in the stop-motion tech- 
nique. Art Clokey Films is the pro- 
ducer. Golden- 
toons, will be co-produced by Fre- 
mantle in with Cullen 
Associates. The program will consist 
of 130 titles, animated versions of 
both Little Golden Books and Golden 
Records employing the original story 
material and soundtracks. It will be 
offered to national sponsors as a new 


A second program, 


association 


| network children’s show. 


NTA FINANCES 
National Telefilm Associates suf- 


fered a net loss of $5,867.874 for the 
14-month period ending last Sept. 30, 
it is revealed in the company’s report 
to stockholders. Major portion of the 
loss is attributed to the unsuccessful 
attempt to establish a tv network, 
which was in operation only for one 
year. Loss on the network was $4,- 
034,387, partially due, according to 
Oliver Unger, president of NTA, to 
changed economic conditions in tv. 
(Continued on page 94) 
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Television Age Network Program Chart—Nighttime 

































































Nighttime Index 


Adventures In Paradise ABC M 9:30 
The Alaskans ABC Sun 9:30 
Armour, L&M, 7-Up 
Alcoa Presents ABC Tu 10 
Alcoa & Goodyear Theatre NBC M 9:30 
Alfred Hitchcock Presents CBS Sun 
9:30 
Ann Sothern Show CBS M 9:30 
Armstrong Circle Theatre CBS W 10 
Arthur Murray Party NBC Tu 9:30 
Bat Masterson NBC Th 8 
Be Our Guest CBS Wed 7:30 
Am, Home, Manhattan Shirt, H. 
Curtis, Hazel Bishop 
Betty Hutton Show CBS Th 8 
Black Saddle ABC F 10:30 
Bonanza NBC Sat 7:30 
L&M, RCA, Miles 
Bourbon St. Beat ABC M 8:30 
Van Heusen, Helene Curtis, 








Libby - Owens - Ford, 
P&G, Brown & Wmsn 
Broken Arrow ABC Sun 7 
Bronco ABC Alt Tu 7:30 
Brown & Williamson, Carnation, 
Helene Curtis, Quaker Oats, Hag- 
gar, Simoniz 
Cavalcade of Sports NBC F 10 
The Chevy Show NBC Sun 9 
Cheyenne ABC M 7:30 
H. F. Ritchie, P&G, Ralston, 
J&J, Amer, Chicle, Armour 
Colt .45 ABC Tu 9:30 
The Danny Thomas Show CBS M 9 
Dennis the Menace CBS Sun 7:30 
Dennis O'Keefe CBS Tu 8 
The Deputy NBC Sat 9 
Desilu Playhouse CBS F 9 
Dick Clark Show ARC Sat 7:30 
Donna Reed ABC Th 8 
Ernie Ford Show NBC Th 9:30 
The Ed Sullivan Show CBS Sun 8 


Reynolds, 














Father Knows Best CBS M 8:30 
Ford Startime NBC Tu 8:30 
G. E. Theatre CBS Sun 9 
Garry Moore CBS Tu 10 
Kellogg, PPG, Polaroid, 8. C. 
Johnson 
George Gobel CBS alt Sun 10 
Gunsmoke CBS Sat 10 
Have Gun, Will Travel CBS Sat 9:30 
Hawaiian Eye ABC W 9 
Carter, Whitehall, Amer, 
Ritchie 
Hennesey CBS M 10 
High Read ABC Sat 8 
Hotel de Paree CBS F 8:36 
I've Got A Secret CBS W 9:30 
Jack Benny CBS al: Sun 10 
Jackpot Bowling NBC F 10:15 
John Daly & News ABC M-F 7:15 
Johnny Ringo CBS Th 8:30 
Johnny Staccato ABC Sun 10:30 


Chicle, 





Jubilee U.S.A, ABC Sat 10 
Williamson-Dickie, Massey-Fer- 
guson, Carter 

June Allyson Show CBS M 10:30 

Kate Smith Show CBS Mon 7:30 

Keep Talking ABC Tu 10:30 

Kraft Music Hall NBC W 9% 

Laramie NBC Tu 7:30 
L&M, W-L, Sunshine Bis., 
gate, Miles Lab. 

Lassie CBS Sun 7 

Law of the Plainsman NBC Th 7:30 
Am. Tobacco, Glenbrook, Midas 
Mufflor 

Lawless Years NBC Th 10:30 

Lawman ABC Sun 8:30 

Lawrence Welk’s Dodge 

Party ABC Sat 9 

Leave It To Beaver ABC Sat 8:30 

Loretta Young Presents NEC Sun 10 

Love & Marriage NBC M § 

M Squad NBC Tu 10 


Col- 


Dancing 


Notes: 





MONDAY TUESDAY WEDNESDAY THURSDAY 
ABC CBS NBC ABC CBS NBC ABC CBS NBC ABC _ —CBS___NBC 
j ; 
i 
| | 
a a ~ Se CE } 
' } 
| | 
6:45 News Texaco, News | Texaco, News | Texaco, News | Texaco, 
Amer. Home Huntley- | Amer. Home | Huntley- Amer. Home Huntley- Amer. Home Huntley. 
~~) ee |__ Brinkley ie oneal E. Se ae - 1__Brinkley jalt_P. +—-Brinkiey 
7: Report | | Report Carter | Report Report 
| | | | | 
| ' 
738 |———— —-—- —- = ; tL 
-- Daly | ewe John Daly News John Daly ume John Daly News 
ews | } News ews | News 
7:30 |— | T “aa eieeeieian ans Viphmonees # se 
| Kate Smith | | | 
| | Steve Canycn 
7:45 | _ Show | Law of t 
| Whitehall | | Plainsms 
| | Be Our | 
8:00 Chey | | Bronco— Se ee a ee a ee eee T = 
Riverboat alt | ares | Wagon Train 
| The Texan | Sugarfoot O'Keefe | Laramie Music For A | 
8:15 | Bron & | Oldsmobile | Spring Night Donna Reed Betty Hutton | Bat maste 
W'mson | | Show Show Sealtes' 
Allstate | | ar um General Foods Hills Br 
cel ——— : : Coffee 
8:30 SE —_ 4 —————_$_$_j— es _ — ———————} =o + + 
g 
| | o | | The Price ts 
a re | Tales of Wyatt Earp we ey | Crenrtet RY en Johnny Ringo | B ats 
. | es! " Loves of | ( : ol ristol-M; 
8:45 Lever | Wells Fargo ae Dobie Gillis Eastman- | Amer. Too, [| jiu g Real McCoys /s. C. Johnson &R 
| Scott | Am. Tob. alt Gen. Mills Pillsbury | cord startime Kodak Gul | “a P&G P. Lorillard Reynold 
|___ P&G | Philip Morris | ‘On Quaker | ' 
9:00 |-Bourborst: - T i (color en se 2 a T T — 
Beat | | F | 
| The Danny Tightrope | The | . . Bachele 
| Peter Gunn | | Millionaire | ane Grey Father 
9:15 |Thomas Show | py istol-Myers Rifleman | Pharma- | Colgate- ee Theatre Amer. Tob 
Gen. Foods alt | Posey A | Palmolive Perry Como 8. C. a & White 
| |R. J. Reynolds 4 . ' , | Show General Foods 
7 9:30 — che: a eee. wisi ” a ee | (color T a 
Colt 45 | The Arthur Eye | | Kraft Ernie Fe 
The Ann | ™M Ps * 
9:45 RB. me Atean/Qens- ca: & Red Skelton ure ay Party i] 2 A ails Show 
Gen. Foods Williamson | Pet Milk i py ; le 3. Reynolds |” ~ - 
Alcon Whitehall | S. C. Johnson hits 
Goodyear | S : | alt Bristol- Renault 
o $+ ——_—__—_+—-—- - ———————_i— — fa - __——+— —Myers. —— The +t 
10:00 Adventures In | “ ” Untouchables 
Paradise Ginnie a, come —_— 
7 | | ou 
10:15 ee Lorillard & Alcoa Presents Sterlin Your rt 
. Reynolds | ing | Armstrong | This Is Your 
Gen. Foods Steve A — | Circle Theatre | Life Lever ¢ 
teve Alter Wednesday — >, Pharm: 
| Show | Armstrong | P&G Revion Revue - 
. ——_—_—__ ——ee | . = ————EE —— = SS a 4 on 9 }——-ceutiee: 
10:30 as Deas aa Miles Revion 
| June Allyson saat “6 | B & | U. S. Steel 
Ted Mack & Show Wma | Hour Lawless Y 
, Keep Talking omaen U. S. Steel | Take a Good Alberto-C 
10:45 The Original Dupont | | 4 
~ Amateur Hour - Mutual of | |Wichita Town Look | 
Pharma- Omaha | P&G [Dutch Masters 
2 | | ‘igars 
1:00 |= — —— 4 —-+ - +4 +—-——_ {———_——;— 
| | | 
| 
| | 





Overtand 
Lori 








Notes: When participating programs and other programs have more than two 
sponsors, names of sponsors appear with alphabetica)] listing below chart. 


ABC: 4/15 The Shroud of Turin 1 
Invitation to Paris 10-11. 


230-2; 4/20 Ninotehka 8:30-10; 4/27 


CBS: 4/7 The Revion Revue 10-11; 4/8 Manhattan 9-10; 4/14 The 
Revion Revue 10-11; 4/21 CSS Reports 10-11; 4/22 Manhattan 9-10; 4/27 
Woman! 10-11; 4/28 The Revion Revue 10-11. 


NBC: 4/1 AT&T Bell Tele. Hour TBA 8:30-9:30; 4/3 Sunday Showcase 





TBA 8-9; 4/4 Academy Awards (pre-award show) 10:30-12; 4/5 Ford 
Special—incident at the Corner 8-30-9:30 4/8 Art Carney—Victory 8:30- 
10: 4/10 Hallmark Hall of Fame—Cradle Song 6:30-8; 4/10 Our American 
Heritage—Andrew Carnegie 8-9; 4/12 Ford Special—Mid Night’s Dream 
8.30-9:30; 4/15 Jerry Lewis Show 8:30-9:30; 4/16 Pontiac Show 8:30- 
9:30; 4/17 Sunday Showcase TBA 8-9; 4/19 Ford Special—Well, Where 


Are You? 8:30- 
American 8 :30-{ 
TBA 8:30-9:30; 4/26 Jack Paar Special 
Hour—The Mikado 8:30-9:30. 


9:3 









@; 4/20 Bob Hope Show 9-10; 4/22 NBC Drama— 


30; 4/24 Rexall Special TBA 8-9; 4//26 Ford Special 
10-11; 4/29 AT&T Bell Tele. 
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__—_CBS_ ABC __ CBS NBC ABC CBS NBC ABC CBS NBC 
| | 
| Meet the 
| | | | Small World Press 6:15 
| | Olin Math- Manhattan 
ieson Shirts 
at 5 — a es a & . Sa senha ° 
| Saber of 6:30 
| } | <a } London 
| | wen | Sterling Drug 
Fae N Century | 6:45 
News Texaco, News Texaco, | | Prudential | 
Amer. Home Huntley- Philip Morris | Huntley- 
alt P_ Morris Brink Aseen,-Iieme—! rink! | cee ET) = | 7:00 
| Report | Report | | ‘ 
| | Broken Arrow | Lassie 
‘Se a aa ae | Mars | Campbe | 7:18 
John Daly Soup 
ems News News | Overland Trail 
oe --- -— a ~ 7:30 
Siinien & | Dennis the 
eopte Are i Menace 
Dick Clark | j 
Law of the PR nd . Show Best Foods 7:45 
Plainsman Glenbrook Beech-Nut 
Walt-Disney te eee Lm | Bonanza _ Maverick 7 
pag entinciarny Rawhide Perry Mason | ( Kaiser | 8:00 
| Trouble- High Road— Drackett 
Betty Hutton shooters John Gunther . 
“ras aw Philip Morris Ralston 8:15 
(General Foods vn — alt | The Ed Sunday 
Hills Bros. | H-A-Hair | Sullivan Show Showcase 
—————— ~-+ Coffee ___} - ——— TT eee ———————eer 8:30 
| | Palmolive ari 
| Staccato Man From | Leave Itto | Wanted— Eastman- ponsors 
Johnny Ringo | Bristol-Myers | Black Hawk Hotel de Paree Beaver | Dead or Alive) Man & the a Kodak 8:45 
S.C. Johnson | & R. J. Miles | Liggett & Ralston | Kimberly- | _ Challenge R. J. Reynolds . 
P. Lorillard Reynolds R. J. Reynolds Myers Specials Clark R. J. Reynolds} = whitehall 
:f | Carter “ Brown & & Chemstrand 
| > “=. i en ae = 9:00 
Bachelor | 
Zane Grey Father | G. E. Theatre | 
Theatre | Amer. Tobacco | The Deputy The Rebel General 9:15 
S.C. Johnson | & Whitehall | = Soe Kellogg P&G Electric The Chevy 
General Foods | Desilu Lawrence oor Gen. Cigar L&M Show 
| = i ve 0 ES BA. A a Se 93:30 
77 Sunset - ee | . 
Ernie Ford Strip | Westinghouse | Masquerade | Dancing Party| Williamson Che 
| Show | alt. weeks Party ge Alfred 
| Markham | (color ( ee 9:45 
| Schlitz | Ford | Hazel Bishop | Have Gun, resents “ 
| Renault | Block D Will Travel Bristol-Myers 
— ; ae Se Lever. ieee :00 
| | Whitehall ae The Alaskans Jack Benny 10: 
| You Bet Robert Twilight Zone | sust Show The Loretta 
Saar hie Taylor’s Kimberly- | — alt weeks foung Show 10:15 
Lever & Detectives Clark Cavalcade of ~~ George Gobel Toni alt 
Pharma- P&G Gen. Foods Sports — Show Warner-Lam, 
_| Revion Revue | annd Meare ee Remington Lever Bros. : 
Revlon wan Gillette _ a a i 0 eee " es 10:30 
| Person to 
Lawless Years | What's 
Alberto-Culver Black Saddle Fs acyl Man From My Line ” 
Atverto-C 1 Allstate. Interpol Johnny peel nomaal 10:45 
—e | Jackpot Sterling Staceato | Kellogg | 
| | | Bowling Alberto-Culver| | 
' _ — ————$__} —EE—EE : 
| | Sunday News | 1:00 
| Special 
Whitehall 
Carter IS 
| 
’ 
Man & the Challenge NBC Sat 8:30 Perry Mason CBS Sat 7:30 Ritchie, R. J. Reynolds Twentieth Century CBS Sun 6:30 
ssey-Fer- Man From Black Hawk ABC F 8:30 Colgate, Parliament, Sterling, Small World CBS Sun 6 Twilight Zone CBS F 10 
Man From Interpol NBC Sat 10:30 Gulf, Hamm Brewing Specials NBC F 8:30 U. S. Steel Hour CBS W 10 
10:30 The Many Loves of Dobie Gillis CBS Person to Person CBS F 10:30 " . Se y , 
1 7:30 Tu 8:30 Peter Gunn NBC M 9 Steve Allen Show NBC M 10 The Untouchables ABC Th 9:30 
0 Markham CBS Th 9:30 The Price Is Right NBC W 8:30 Steve Canyon ABC Th 7:30 L&M, Armour, Carnation, 1-Up. 
Masquerade Party NBC F 9:30 Rawhide CBS F 7:30 Sugarfoot ABC alt Tu 7:30 Ritchie, Colgate, Tums 
Maverick ABC Sun 7:30 Wrigley, Nabisco, H. G. Moores, Brown & Williamson, Carnation, Wagon Train NBC 7:30 
sis., Col- Meet the Press NBC Sun 6 Philip Morris, Colgate Simoniz, Helene Curtis, Quaker Ford, National Biscuit, R. J 
Men into Space CBS W 8:30 Real McCoys ABC Th 8:30 Oats, Haggar Reynolds 
The Millionaire CBS W 9 The Rebel ABC Sun 9 Sunday News Special CBS Sun 11 Walt Disney Presents ABC F 7:30 
Th 7:30 Mr. Lucky CBS Sat 9 Red Skelton CBS Tu 9:30 Sunday Showcase NBC Sun 8 Mars, Canada Dry, Derby, Ward 
k, Midas Music For a Spring Night ABC W 7:30 Revion Revue CBS Th 10 Take a Good Look ABC Th 10:30 Baking 
News CBS M-F 6:45; 7:15 Rifleman ABC Tu 9 Tal f Wells F 2 Loe Wanted—Dead or Alive CBS Sat 8:30 
30 Whitehall, Philip Morris, Carter Miles, Ralston, P&G ne © s Fargo NBC M 8:30 Wednesday Night Fights ABC W 10 
Overland Trail NBC Sun 7 Riverboat NBC Mon 7:30 Ves Mask Ameteer Gear ABC BM 10:20 What’s My Line CBS Sun 10:30 
Dancing Lorillard, Warner-Lam., Breck, Sterling, Noxzema, St, Brands. Texaco, Huntley-Brinkley Report NBC an ™ an. 
P&G iain Die ° . M-F 6:45 Wichita Town NBC W 10:30 
t 8:30 Ozzie & Harriet ABC W 8:30 Robert Taylor’s Detectives ABC F 10 The Texan CBS M 8 eee See ee eee wat S88 
C Sun 10 Pat Boone ABC Th 9 Saber of London NBC Sun 6:30 This Is Your Life NBC W 10 Wyatt Earp ABC Tu 8:30 


People Are Funny NBC F 7:30 
Perry Como Show NBC W 9 


77 Sunset Strip ABC F 9 
Chicle, 


American Whitehall, 


Tightrope CBS Tu 9 
Troubleshooters NBC F 8 


You Bet Your Life NBC Th 10 
Zane Grey Theatre CBS Th 9 





7:30 
Ward 


at 8:30 
w 10 
330 


ANOTHER WAY RCA a 


Look whats happened 
to COLOR TV 


since you last saw it! 





Every color wonderfully lifelike! New color convergence 


circuit makes “Living Color” better than ever! RCA Victor Color 
TV is within the reach of millions with prices as low as $495! 


PERRY COMO’S STEVE ALLEN 


KRAFT 
MUSIC HALL lp og ook 


WEDNESDAY 


THE. 
BONANZA FORD SHOW 
THURSDAY 


SATURDAY 





FORD 
STARTIME 


TUESDAY 


DINAH SHORE 


CHEVY SHOW 
SUNDAY 





THE PRICE 
FRIDAY NIGHT 1S RIGHT SUNDAY 
SPECIALS WEEKDAYS AND SHOWCASE 
WEDNESDAY NIGHT 
New “Wireless Wizard” remote tuning! Picture tuning is quick Color seven days a week, every week! Next month, 75 hours 
and easy ... RCA Victor’s complete remote control proves it! of network color alone—from sports to spectaculars—and more 
A finger flick does all the work, even turns the set completely off! coming! Many local stations have their own color specials, too! 





ae “2” 





Like two sets in one—color plus black-and-white! Want a Full year warranty on all parts and tubes! All parts and tubes 
regular program? Just dial the channel and you’ve got it! Here’s —even the picture tube—are warranted for a full 12 months, 
RCA Victor color and black-and-white quality in one fine set. excluding only labor . . . solid proof of color TV dependability! 


THE MOST TRUSTED NAME IN TELEVISION &) RCA VICTOR@ 
Tmk(s)® 


Service is no problem. See your local dealer, serviceman, or nearest RCA Service Co. office. Nationally advertised 
list price shown, optional with dealer—UHF optional, extra. Price, specifications subject to change without notice. 
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Television Age Network Program Chart—Daytime 


MONDAY-FRIDAY 
ABC CBS 


SATURDAY 


ABC CBS 


SUNDAY 
ABC 

















The Red Dough-Re-Mi 
Rowe Show Nabisco, 
sust Brown & 
Wmsn. 


Howdy Doody 


Heckle & 





Play Your 


On the Go Huneh 


Mighty Mouse 
Playhouse ae 
Colgate- sorder 
Palmolive ven. Food 


Ruff & Reddy 











| Lamp Unto 
My Feet 
sust 


Look Up 
& Live 
sust 





The Price is 
Right 





Concentration 





| 
} 


| 

| The Lone — 
Ranger nn 
| 


os Gen. Foods 


es oe 


1 Love Lucy 


Circus Boy 
| sust alt Miles 





Daytime Index 


About Faces ABC M-F 1 
Best Foods, Dusharme, Durkee, 
Hills Bros., Beech-Nut, Knomark, 
Restonic 

Adventure Theatre NBC M-F 4:30 

American Bandstand ABC M-F 4 
Armour, Beech-Nut, Goodrich, 
Borden, Alberto-Culver, Mennen, 
Gen, Mills, Welch, Carter, Toni, 
Best Foods, Northam Warren, 
Eastco, Vick, Ludens, Lever, 
Keepsake Diamond Rings, Ritchie, 
Coty, Du Pont, Hollywood Candy. 

As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Pillsbury. General Mills, 
Quaker, Nabisco, H. Curtis 

Baseball Game of the Week CBS Sat 2 

Beat the Clock ABC M-F 3 
Gen. Foods, Lever, Beech-Nut, 
Drackett, Toni, Johnson & John- 
son, Armour, Ex-Lax, Restonic, 





| 
| 
| 


Restless Gun Love of Life 


part Truth Or 


Consequences 


‘Search For | 
Tomorrow 
P&G 

| The Guiding ( 
= ae 

| P&G 


It Could Be 


Love That 
B You 


Lunch with 
Soupy Sales 
Gen. Foods 


True Story 
Sterling 

Sky King alt sust 
Nabisco 


a 

Restless Gun 
Sweets Co. | Detective's 

| Diary 

| | Sterling 
alt sust 





1-1:05 


About Faces | ces News 


| 
| 
| 
| 
| 
| 
| 





Knomark, Exec Pen, Renuzit, 
Coty, Block Drug, Minute-Maid, 
A. E. Staley, Warner-Lambert, 
Durkee, Melmac 

Bishop Pike ABC Sun 12:30 

The Brighter Day CBS M-F 4 

Camera Three CBS Sun 11:30 

CBS News CBS M-F 1 

CBS-TV Workshop CBS Sun 12 

College News Conference ABC Sun 1 

Comedy Theatre NBC M-F 4 

Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Brillo, 
Frigidaire, Heinz, Miles, Nabisco, 
Nestle, Whitehall, Ponds, Brown 
& Wmson. 

Conquest CBS Sun 5 

Day In Court ABC M-F 2 
Johnson & Johnson, Gen, Foods, 
American Home Products, Beech- 
nut, Block Drug, Armour, Ex- 
Lax, Lever, Drackett, Best Foods, 
Toni, Durkee, Sterling Drug, 


Mr. Wizard 
sust 





Renuzit, Borden, Warner-Lam- 
bert, Exec Pen, Krnomark 

December Bride CBS M-F 11:30 
Colgate, Simoniz, Scott 

Detective’s Diary NBC Sat 12:30 

Dough-Re-Mi NBC M-F 10 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Pet Milk, 
Pillsbury, Nabisco, Armstrong, 
8S. C. Johnson, H. Curtis 

Face The Nation CBS Sun 4:30 

For Better or Worse CBS M-F 2 
Lever, Dumas Milner, Gold Seal, 
Scott, Toni 

From These Roots NBC M-F 3:30 
Nestle, Standard Brands, Lever 

Frontiers of Faith NBC Sun 1:30 

Fury NBC Sat 11 

F.Y.1. CBS Sun 11 

Gale Storm ABC M-F 2:30 
Armour, Gen. Foods, Durkee, Ex- 
Lax, Borden, Gen. Mills, West- 
gate, Knomark, Beech-Nut, John- 


| Camera Three | 
a 


Johns Hopkins | 
File 7 


CBS-TV 
Workshop 
sust 


Bishop Pike 


—————+ 
| 
College News | 


Conference 





son & Johnson, Sterling Drug, 
Lever, Coty, Warner-Lambert, 
Minute-Maid, Exec Pen 

The Guiding Light CBS M-F 12:45 

Heckle & Jeckle CBS Sat 10 

House Party CBS M-F 2:30 
Lever, Scott, Armstrong, Chicken 
of the Sea, Kellogg, Toni, Carna- 
tion, Pillsbury, Bauer & Black, 
Hoover, S. C. Johnson 

Howdy Doody NBC Sat 10 

1 Love Lucy CBS M-Sat 11:30 
Lever, Gerber, Kodak, U. 8S. Steel, 
zen. Mills, Mennen, Armstrong, 
Simoniz 

it Could Be You NBC M-F 12:30 
Whitehall, Ponds, P&G, Alberto- 
Culver, Nestle, Nabisco, Miles, 
Standard Brands, Congoleum, 
Heinz, Brillo, Block, Frigidaire 

Johns Hopkins File 7 ABC Sun 12 








Lamp Un 
The Lone 
The Lone 
Look Up. 
The Loret 
2:30 
Frigic 
Love of L 
Amer 
Nabis 
ner, 
Bran 
Love Thai 
Lever, 
Nut, 
mac, 
Armo 
Alber 
Minu' 
gate, 
Lunch wi 








MONDAY-FRIDAY 
ABC cBS 


SATURDAY 
ABC cBS 


SUNDAY 
ABC 


NBC 





As The 
World Turns 





Day in Court 


sast For Better 


or Worse 





f 
—>* Baseball 
Game of Week 


Dart. 





Gaie Storm 


The Loretta 
Young Theatre 








Beat The | 
Clock | The 
part Millionaire 
Standard 
Brands, 


Simeniz. 


Young 
Dr. Malone 


| Sunday Sports| 
Open Hearing | Special 
ss ’ Schlitz 
alt 








The Verdict 
Is Yours 


if 
| 
Who Do You 
Trust | 

| 


From These 
Roots 





| 
— — 
| 
} 


American The Brighter 
Bandstand | Day 
part (te 5:30) | - P&G 
| The Secret 
| Storm 





| The Edge of 
Night 





Adventure 
Theatre 
sust 


Face The 
Nation 
sust 





Matty’s 
Funday 
Funnies Conquest 


Mattel sust 





| 
Rin Tin—M, F) 
Rock & Friends 


T, Th 
Flicka—W. | 








Lamp Unto My Feet CBS Sun 10 

The Lone Ranger ABC Sun 5:30 

The Lone Ranger CBS Sat 11 

Look Up and Live CBS Sun 10:30 

The Loretta Young Theatre NBC M-F 

2:30 

Frigidaire, Heinz, Nestle 

Love of Life CBS M-F 12 
American Home Prods, Lever, 
Nabisco, Gen. Mills, Dumas Mil- 
ner, Armstrong, Toni, Std. 
Brands, Quaker, Gold Seal 

Love That Bob ABC M-F 12:30 
Lever, J&J, Gen. Foods, Beech- 
Nut, Drackett, Dusharme, Mel- 
mac, Best Foods, Super Starlac, 
Armour, Ex-Lax, A, E, Staley, 
Alberto-Culver, Sterling Drug, 
Minute-Maid, Mastic Tile, West- 
gate, Knomark, Hills Bros. 

Lunch with Seupy Sales ABC Sat 12 











Matty’s Funday Funnies ABC Sun 5 
Mighty Mouse Playhouse CBS Sat 


10:30 

The Millionaire CBS M-F 3 

Mr. Wizard NBC Sat 1 

My Friend Flicka ABC W 5:30 
Gen, Mills, Crackerjack, Bosco, 
Kool Aid 

On the Go CBS M-F 10:30 
Helene Curtis, Commonwealth 
Products, Kayser-Roth, 8. C. 
Johnson 

Open Hearing ABC Sun 3 

Play Your Hunch NBC M-F 10:30 
Sterling, Colgate, Culver, Miles, 
Heinz 

The Price Is Right NBC M-F 11 
Ponds, Lever, Sterling Drug, 
Whitehall, Standard Brands, 
Frigidaire, Heinz, Alberto-Culver, 
Miles, Nabisco, Congoleum, Sweets 
Co. 


Lone Ranger GE College 
Gen. Mills Bow! 


Sw Co. General 
mes Electric Co. 








Queen for a Day NBC M-F 2 
Alberto-Culver, Nabisco, Con- 
goleum, Sterling, P&G, Block, 
Heinz 

The Red Rowe Show CBS M-F 10 

Restless Gun ABC M-F 12, Sat 12:30 
Dusharme, Drackett, General 
Foods, Sweets Co., Beechnut, 
Borden, Best Foods, Exec Pen, 
Westgate Calif. Corp. 

Rin Tin Tin ABC M, F 5:30 
Gen. Mills, Sweets Co., Cracker- 
jack, Bosco, Kool Aid 

Rocky and His Friends ABC Tu, Th 


5:30 

Gen, Mills, Sweets Co., Bosco, 
Kool Aid 

Ruff & Reddy NBC Sat 10:30 

Saturday News CBS Sat 12 

Search For Tomorrow CBS M-F 12:30 

The Secret Storm CBS M-F 4:15 
American Hom Prods, Gen. 
Mills, Scott, Rem. Rand, Std. 
Brands 


Frentiers ef 
Faith 


Time- Present 
Kem 


per 


Sky King CBS Sat 12 

Sunday Sports Specia! CBS Sun 3-4:39 

Time-Present NBC Sun 5:30 

True Story NBC Sat 12 

Truth Or Consequences NBC M-F 12 
Miles, P&G, Culver, Nabisco, 
Whitehall, Heinz, Std. Brands, 
Frigidaire, Congoleum 

The Verdict Is Yours CBS M-F 3:30 
American Home Prods, Lever, 
Toni, Sterling Drug, Scott, Si- 
moriz, Dumas Milner, 8. C. 
Johnson 

Who Do You Trust ABC M-F 3:30 
Drackett, Armour, Johnson & 
Johnson, Melmac, Toni, Lever, 
Gen, Foods, Beech-Nut, Ex-Lax, 
Block Drug, Knomark, Peter Pan, 
Restonic, Whitehall 

Young Dr. Malone NBC M-F 3 
Miles, Lever, Sterling, Heinz, 
Culver 





Just as your appetite is whetted by seeing this food, so are your 
customer’s buying appetites whetted by what you tell them on 
Meredith family stations. To sell your product or service to the 
influential, big-spending “family board of directors”, use your local 
Meredith Station — “one of the family” in the vast area it serves. 


Meredith timily Stations 


KANSAS CITY KCMO 
SYRACUSE WHEN 
PHOENIX KPHO 
OMAHA wow 


TULSA KRMG 


KCMO-TV 
WHEN-TV 
KPHO-TV 
wow-Tv 


Meredith Stations Are Affiliated With 
BETTER HOMES & GARDENS ® SUCCESSFUL FARMING Magazines 


The Katz Agency 
The Katz Agency 
The Katz Agency 
John Blair & Co. 

—Blair-TV 
John Blair & Co. 





* MOSt on 
me... 





Service (Continued from page 39) 
others will be presented by advertisers 
interested in being affiliated with this 
type of programming. 

In referring to sponsorship, a state- 
ment made by president Frank Stan- 
ton of the Columbia Broadcasting 
System before the FCC this year 
seems pertinent. He said: “In pre- 
senting top-quality programming, the 


identifies himself with 


advertiser 
quality. In sponsoring excellence, he 


earns an extra measure of confidence 
and trust. We must remember the im- 
pressive roll of advertisers who have 
been satisfied with less than mass 
circulation and have supported dis- 
tinguished series.” 

An analysis of CBS-TV program- 
ming through the first three months 
of the year shows that 17.9 per cent 
of the total falls into the news, public- 
affairs and sports classification. Time 
devoted exclusively to general drama, 
religion, education, discussion, seri- 
ous music, documentary and news, 
without taking into account programs 


with elements of such categories, con- 
stituted 27.1 per cent of the CBS-TV 
70 


prime-time schedule and 17.8 per cent 
of the entire schedule. 


Accent on Service 


Among the CBS-TV 
shown through the fall and winter 
were many which should fall in the 


programs 


public-service category. The Eyewit- 
ness to History series covered the 
President’s trip to Europe and Mr. 
Khrushchev’s visit to the U. S., as 
well as Mr. Eisenhower’s visit to 11 
nations in December. The CBS Re- 
ports series included many notable 
The Twentieth Century 
series, the Moscow and Venice con- 
certs of the New York Philharmonic, 
the Face the Nation series and the 


programs. 


Conquest programs should be _in- 
cluded. Other programs falling into 
this category include Camera Three, 
U.N. in Action, Lamp Unto My Feet, 
Look up and Live, Small World and 
Woman. There were many others. 
NBC-TV during the past year ex- 
panded to one hour each weekday 


morning Continental Classroom, add- 
ing a modern chemistry course in 
color to its award-winning tv course 
in atomic age physics. A total of 326 
colleges and universities offer credit 
for one or both of these courses, and 
158 stations affiliated with the net. 
work carry the programs. They are 
estimated to have an average weekly 
viewership of a million persons. 
The educational television project 
which NBC started three years ago 
produced a 26-week Briefing Session 
series and a six-week Tactic series, 
The first probed such areas of topical 
concern as juvenile delinquency and 
desegregation, and the latter recruited 
leading theatre and television person. 
alities to dramatize facts about cancer, 
The project was launched in March 
1957, the first live programming pro- 
duced expressly for non-commercial 
educational tv stations on a national 
basis. It is presented with the coopera 
tion of the National Educational Tele. 
vision and Radio Center. Nine talks 
by President Eisenhower, three re 
ports by Secretary of State Herter 
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and an address to Congress by Carl 
Sandburg were broadcast in 1959. 
The award-winning Meet the Press, 
now in its 13th year, and Watch Mr. 
Wizard, in its ninth year, are under 
the supervision of the NBC-TV public- 


affairs department. 
Network Agreement 


Another network development 
which fits into this category is the 
agreement that each would devote at 
least one hour a week of evening 
option time to informational, cultural 
or educational programs. They also 
agreed that each network on a ro- 
tating basis would once every three 
weeks turn back a half-hour of eve- 
ning network option time to its affili- 
ates so that the affiliates could devote 
that time to informational, cultural or 
education programs on a local basis. 

As Mr. Stanton pointed out before 
the FCC: “The plan has important 
advantages to the public. Since each 





Heart Operation 


Operations on television are no longer completely novel, but one of 
the most fascinating yet shown was staged this year by wHas-Tv Louisville 
in an effort to dramatize results from contributions to the Heart Fund. 

The scene was Children’s Hospital, where station cameras video-taped 
Operation Open Heart as skilled surgeons closed the inch-and-one-half 
hole which was endangering the life of Gussie, an Ashland, Ky., boy. 

A surgical team of nine doctors and four nurses performed the opera- 
tion. The cameras inside the operating room were able by the use of 
mirrors to show details of the operation more clearly than surgical 
training films, according to doctors who saw the program. 

A dramatic climax was reached when the child’s blood pressure dropped 
suddenly during the surgery. Concern on the doctor’s faces was proof of 
the crisis, but a quick re-check enabled the surgeons to correct the problem 
and complete the operation successfully. 

The program was a highlight of the heavy public-service schedule 
carried by WHAS-TV when it was presented in a two-and-one-quarter-hour 
period in prime time on a Wednesday evening. The station canceled 
I’ve Got a Secret and the U. S. Steel Show to make room for the program. 

Early in the evening Phyllis Knight took viewers on a tour of the 
operating room on her regular Small Talk show. Immediately following 
the operation, two surgeons appeared on What's Your Question, a regular 
local program, to answer viewers’ inquiries about the operation and 
about heart disease. 


network will program its hour or two 
half-hours on a different night, a 
maximum spread is achieved. Fur- 





WHAS-TV claims the first major surgery in the history of tv in a lung 
operation which was shown April 22, 1953. 








“My children...” 


PORNOGRAPHY: THE BUSINESS OF EVIL 


“I think he got his ideas from that book that 
night.” 

“The books you can get five for a dollar... you 
can always buy the pictures easy.” 

“...tnvolves chainings, beatings ...masochistic 
practices you would find in a glossary of abnormal 
psychology.” 

“The national syndicated smut racket grosses 
approximately half a million dollars a year.” 

Obscene books, literature and motion pictures 
have been flooding the nation since the end of the 
war. To find out just how far this racket ate into 
the life of Boston, “capital of U.S. morality”, 
WBZ News Director Jerry Landay and his staff 
spent months researching pornography in Boston. 
They taped interviews with members of Boston’s 
Vice Squad, the D.A.’s office, parole boards of 
detention centers ... with men, women and chil- 
dren personally involved ... and edited the tapes 


into “Pornography: The Business of Evil’, an 
hour-long program shocking in its revelations of 
degeneracy. 

The smut racket knows no barriers. Wealthy 
homes and work-a-day homes... highly educated 
and illiterate people have all dipped into this 
morass of filth. Most disconcerting, however, were 
the pitiful experiences of five and six-year-olds 
exposed to decadent photographs and forced into 
awkward situations and moral degradation. 

After hearing the program, Massachusetts Gov- 
ernor Foster Furcolo declared an emergency to 
put into effect immediately a new law establishing 
heavier penalties for violation of the state’s 
obscene literature curbs. 

The Boston Federation of Organizations, rep- 
resenting 140,000 members of 52 women’s clubs, 
organized an all-community roundup against 
pornography which is still in progress. 


WBZ soston 


Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve. 


April 4, 1960, Television Age 





ther, the very important element of 
regularity is present. Schools, librar- 
ies, parents and teachers’ organiza- 
tions and others interested in assimi- 
lating television programs into their 
own work and interests thus have a 
better opportunity to do so. Further, 
the plan preserves the element of pub- 
lic choice; it does not force the viewer 
to take informational, cultural and 
public-affairs programs because by 
the spread over different nights the 
public in each community will be able 
to view such programs on one station 
or go to other types of fare on the 
other stations. 

“Still a third extremely important 
advantage of the plan is that it takes 
into account the fact that we are 
operating under a system of free com- 
petitive enterprise. It tends to equalize 
the burden among all networks and 
all affiliates.” 

Altogether, the television climate at 
this time is one of recognition of re- 
sponsibilities. This feeling seems more 
pronounced than at any time within 
the recent past. As a result, it may be 








Burton H. Hanft has been appointed 
NBC vice president, talent and pro- 
gram contract administration, it has 
been announced by Robert W. Sar- 
noff, chairman of the board of the 
National Broadcasting Co. 





safely predicted that, whether or not 
there is more programming in the 
public interest in the future, the na- 
ture of this programming will be of a 
better over-all quality than ever be- 
fore on both the network and the 
station levels. 





Sponsored (Continued from 45) 








determiner of public-service pro. 





grams, with full rights as to the type 





of programming, content of program. 
ming and the area in which a public. 
service program is to achieve its pur- 







pose. When a public-service show is 





sponsored, I feel that sponsor feelings 
would have to be considered. Sustain- 





ing, no.” 

The attitude of KAVE-TV Carlsbad, 
N. M., is stated succinctly by Glenda 
Hargis, promotion and public-affairs 
director: “One of the strongest ad- 








vantages in sponsored public service 
is that it proves that local business 
and industry are aware of the needs 
of groups, of community problems, 
etc., and are behind the solutions to 
these problems solidly.” 

A. C. Field Jr., manager of public 
affairs for wGN-Tv Chicago, notes: 
“Our Great Music From Chicago 
series with the Chicago Symphony 
Orchestra is sponsored. It is the only 
local means of seeing and _ hearing 
great cultural music on tv. The costs 
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“Our culture...” 


MUSIC MAN ON THE MUDDY OLD RIVER 


Most people living along the Ohio used to think of 
it as a muddy old river—if they thought of it at all. 
But KDKA had a different notion about it. So — 
last summer, Robert Austin Boudreau and his 
American Wind Symphony, co-sponsored by 
KDKA, were sent on a mission: to rhapsodize 
from a river barge to twelve cities along the river. 

The result of this voyage is best told by a towns- 


man* of one of those cities: 
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“It was a typical hot July night last Wednesday 
when Huntington (W. Va.) tucked an old blanket 
under arm, took cushion in hand and headed down 
the bank toward the Ohio River. An orchestra was 
scheduled to play on a barge moored close to the 
bank and it seemed as good a way as any to relax 
and get cool — to sprawl on the riverbank and lis- 
ten to music. 

“It would be a light program . . . for relaxation. 

“No one expected to come away ‘thinking.’ No 
one expected to get bawled out, not even by a Bos- 
ton professor conducting a Pittsburgh orchestra. 
But that’s what happened. ' 

“Robert Boudreau conducting the American 
Wind Symphony paused between numbers to give 
what presumed to be an informal chat. He told his 
listeners he’d been warned not to come to Hunt- 
ington because the city was notorious for staying 
home even before the distracting days of televi- 
sion. He expressed his gratification for the large 
audience attending. 

“He spoke of the beautiful river that had been 
given us and the dirty river we had made of it. He 

















pro- 
> type 
oram- 


ublic. 


3 pur- 
ow is 
elings 
stain- 


Isbad, 
lenda 
affairs 
st ad- 
ervice 
siness 


blems, 
yns to 


public 
notes: 
Licago 
phony 
e only 
paring 
> costs 


asday 
anket 
down 
2 was 
oO the 


id lis- 


rican 
0 give 
Id his 
Hunt- 
aying 
elevi- 
large 


| been 
it. He 


without sponsors would be prohibi- 
tive... . In the matter of documen- 
taries, the fact that they are spon- 
sored should in no way reflect a 
lessening of interest or presentation, 
and the fact that there is a sponsor 
gives the station additional funds, 
that might not be available otherwise, 
to make a more polished final result.” 


School Fire Safety 


In September last year wNBQ Chi- 
cago ran a special program devoted 
to fire safety in the Chicago schools 
on the eve of the new school year and 
recapitulating measures that had been 
taken since the tragic Chicago school 
fire of December 1958. The program 
was sponsored by the Consolidated 
American Life Insurance Co. 

Says Mrs. Betty Ross West, super- 
visor of public affairs and education 
for WNBQ, “The program was well re- 
ceived locally. Having a local adver- 
tiser sponsor a public-service show 
helps to generate community interest 
in the particular subject covered by 
the telecast.” 


“As we all know,” affirms Tommy 
Thompson, wWFAa-TV Dallas program 
director, “good public-service pro- 
gramming costs no less to produce 
than good entertainment program- 
ming. Increased interest in public- 
service programs by sponsors of in- 
tegrity will most certainly result in 
more and better programs of this 
nature.” 

Paul Williams, public-affairs man- 
ager at wwJ-Tv Detroit, points to 
three of the station’s public-service 
endeavors—T raffic Court, Juvenile 
Court and Drivers’ Appeal Board— 
that were sponsored, “captured ex- 
ceptionally good ratings and, at the 
same time, served an important com- 
munity function.” 

The only disadvantages to public- 
service sponsorship seen by Mr. Wil- 
liams “would come in a case where 
telecasting of a controversial public 
question might bring unfavorable 
viewer reaction to a sponsor.” 

Edwin M. Conrad, program direc- 
tor for wpsM-Tv Duluth, brings a 
provocative note to the discussion of 





Directors (Continued from 44) 


Miami: 

wrtvJ: Burt Toppan. 
St. Petersburg: 

wsun-tv: J. Dayton Saltsman. 
Tampa: 

wrvt: Charles H. Hampton. 


Georgia: 
Atlanta: 

wiw-a: Robert Hendrickson. 
Columbus: 

wrBL-Tv: George A. Gingell. 


Illinois: 
Champaign: 
wei: Richard Herzog. 
Chicago: 
wen-tv: A. C. Field Jr. 
wnsQ: Betty Ross West. 


Indiana: 
Fort Wayne: 

weta: Laurence Frerk. 
Indianapolis: 

wLw-1: Bruce B. Cox. 
South Bend: 

wnpbu-tv: E. L. Doyle. 


lowa: 
Cedar Rapids: 
wmat-tv: Charles Worcester. 


(Continued on page 79) 












was, of course, referring to the sanitary disposal 
of waste. He touched on the value of the river 
recreation-wise. In addition to putting on a good 
show complete with fireworks he sent most of his 
audience away thinking. 

“If a concert could be presented successfully 
why not other means of entertainment, including 
stage plays and even the revival of the minstrel- 
type of entertainment which had its start on the 
river showboats of old? 

“The city is well aware of its advantages 
industry-wise...and what of its advantages tour- 
ist-wise? Such a recreation project would be of 
benefit not only to the area but would bring tour- 
ists into the city as well... 

“Listening to the music against the backdrop of 
height and the sheen of water, with the lights of 
small boats gliding by in the darkness, brought 
home to many the thought that the dirty old Ohio 
River has its artistic possibilities. 

“Why not a cultural project from what has 
hitherto been only commercial? Why not Ohio 
River Festival? 


“Impossible? Think about it.” 

The orchestra played to crowds of 50,000. And 
everywhere people are asking the same questions, 
and others — about boating, water sports, river 
jazz, show boats and lots more. 

Next year, the KDKA Concert Barge will re- 
visit all twelve cities by request, and make eight 
new stops. How much more will the trip accom- 
plish than bringing live concert music within ear- 
shot of industrial towns teeming with people? 
Will this discovery of the Ohio’s value as a cul- 
tural center take hold? 

It’s too early to tell. But one thing KDKA knows 
for sure: people are thinking. In fact, not since a 
steamship first navigated up that muddy old river 
and opened the doors to the West has there been 
such excitement about it. And everyone knows 
what that led to. 


*Bill Belanger in the Herald-Advertiser, Huntington, W. Va. 


KD KA PITTSBURGH 
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sponsorship of public-service pro- 
gramming: “I am in favor of it, pro- 
vided the sponsor is willing to under- 
write the program without ‘fear or 
favor’ as regards its acceptance by 
the viewer. I feel a major disadvan- 
tage in having a public-service pro- 
gram sponsored would be a tendency 
on the part of the viewer to question 
the impartiality of the program. 
There would always be a feeling on 
the part of some people that the spon- 
sor had an ‘angle’ or a hidden reason 
in presenting the show.” 

States Chester T. Behrman, pro- 
gram manager at WFIE-TV Evansville: 
“I don’t recall our having ever sold a 
local public-service show. But this is 
only beccuse our local advertisers 
look for a wider audience than such 
a program can provide. However, 
adding commercial messages to a sus- 
taining public-service program does 
not, in my opinion, make it any less 
of a public service. 

“I believe that the control of a 
public-service program should _re- 
main with the station, even if the pro- 


gram is sold—that the program 
should be prepared first and then 
offered for sale. If it doesn’t sell, it 
should still go on the air.” 

Things work both ways in station- 
sponsor relationship where a public- 
service stanza is concerned, program 
manager Calo O. Mahlock of WKJG-TV 
Fort Wayne argues. “There are no 
disadvantages to public-service spon- 
sorship if the station has a firm under- 
standing with the client that program 
content is at the discretion of the sta- 
tion. And by the same token, the 
client should also have a firm under- 
standing of program content so that 
he is not misled as to what he is 
buying.” 


Community Obligation 


B. Calvin Jones, director of opera- 
tions and program director of KHOU- 
TV Houston, holds to the opinion that 
“responsible businessmen have obli- 
gations to the community not dis- 
similar to those of a broadcasting 
station, and they are anxious to iden- 
tify themselves with public-service 





efforts, provided, of course, that these 
efforts conform with their standards 
and reputation. 

“In other words, a good effort will 
be sponsored, and should be. The fact 
that a public-service program is com- 
mercial in no way vitiates the impact 
or communicative effect of the show.” 

Also in Houston, John E. Hill, pro- 
gram-development and _ public-service 
director at KTREK-TV, agrees with the 
majority of his fellow broadcasters, 
He definitely believes that there is no 
reason why a sponsored program can- 
not serve the public interest, and he 
sees no disadvantages in superimpos- 
ing commercial messages on public- 
service programming. 

At wsaz-Tv Huntington-Charleston, 
W. Va., program director H. Avery 
Chenoweth feels that “sponsors with 
integrity, who are most prone to in- 
stitutionalizing, certainly accept our 
station’s judgment and reputation for 
integrity and would not, I believe, 
ever try to influence the content of a 
public-service program. 

“The only danger might be im- 
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proper handling to the extent of 
leaving a false impression in the 
minds of the viewers that the event 
telecast was ‘caused’ by the sponsor, 
rather than his merely footing the bill 
for bringing it into the homes of the 
populace.” 

The “entire public-service effort” 
could be increased “in stature” if 
stations did not have to shoulder the 
whole financial burden, in the con- 
sidered opinion of Bob Wormington, 
program director at WDAF-TV Kansas 


City. 
Challenges to All 


“Public-service programming,” he 
states, “is as justifiable to a sponsor 
as scholarship contributions, etc. 
Good public-service programming 
presents community problems or chal- 
lenges that must be met by all—in- 
cluding the sponsor. Disadvantages 
would be if a sponsor tampered with 
program material to present a dis- 
torted or unreal picture of a given 
situation. No _ respectable _ station 
would allow this to happen, however.” 


Directors (Continued from page 77) 


Des Moines: 
wuHo-tv: W. W. Woods. 


Kansas: 

Wichita: 
KARD-TV: Mrs. Alan Phares. 
KTVH: Lewis Balding. 


Louisiana: 
New Orleans: 
ww_-tv: Lew Harris. 


Maine: 
Portland: 
wcsH-Tv: Robert Black. 


Maryland: 

Baltimore: ‘ 
wBAL-Tv: Arnold Wilkes. 
wjz-tv: Ed Fryers. 
WwMAR-TV: Thomas J. Severin. 


Massachusetts: 
Boston: 
wsz-tv: George Moynihan. 


Michigan: 
Detroit: 
CKLw-tv: Jack C. Liddle. 
wwJ-tv: Paul Williams. 
Kalamazoo: 
wkzo-tv: Dr. Willis F. Dunbar. 


Lansing-Jackson-Battle Creek : 
WILx-Tv: Winifred Olds. 


Minnesota: 
Minneapolis: 
KMSP-TV: Karen Rowher. 


Missouri: 
Kansas City: 
wpaF-tv: Jan A. Miller. 
St. Louis: 
KMOX-TV: Parker Wheatley. 


Nebraska: 
Lincoln: 

KOLN-TV: Marie Stewart. 
Omaha: 

KETV: Robert Coats. 


New Jersey: 
Newark: 


wnta-tv: Del Balbach. 


New Mexico: 
Carlsbad: 
KAVE-TV: Glenda Hargis. 


New York: 
New York: 

wcss-tv: Clarence Worden. 

wrca-Tv: Alvin H. Perlmutter. 
Schenectady: 

wrcs: Caleb Paine. 
Syracuse: 

WHEN-TV: Jean Daugherty. 

(Continued on page 81) 


“Our helpless and 
handicapped...” 


... last in line, as usual. Had to work late at the 
office again. Then a quick snack and a mad dash to 
KYW. Hope I’m in good voice tonight. 

Last night we went to an orphanage. Tonight, 
a hospital. Never thought one night stands would 
mean so much to me. I joined the road show for 
the experience, and thought it might help me 
break into radio. 

But some of these people I work with do it just 
to help raise money for charity. 

Couldn’t understand that at all, at first. But 
when I go into my act and see those faces light up 
— little boys, veterans in wheel chairs, old people 


who can hardly see. Well, if you were Ethel Mer- 
man on Broadway, you couldn’t get more of a 
response. 

There are 128 other people in the KYW Road 
Show — singers, dancers, mimes, jugglers — aged 
7 to 55 — and each must feel somewhat like this. 
They put on their act twice a week, sometimes 
four nights a week...travel up to 50 miles outside 
Cleveland city limits ...to help raise money for 
charitable and welfare groups. 

Last year the KYW Road Show received the 
American Legion Citation of Merit, a prize rarely 
awarded to non-Legionnaires, for its contribution 
to the civic and community life of Northern Ohio. 


KYW CLEVELAND 
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Peter Robinson, program director 
at KABC-TV Los Angeles, says that 
“the best possible public-service pro- 
gram is one which is sponsored, be- 
cause only programs with popular ap- 
peal can attract sponsors, and the ulti- 
mate in public service is to reach the 
largest number of people in the com- 
munity.” 

Marshall C. Kizziah, director of 
public affairs for KNxT, the CBS-TV 
outlet in Los 
Angeles, a sponsored program defi- 


owned-and-operated 


nitely can be considered true public 
service. Mr. Kizziah cites the station’s 
Cavalcade of Books as one example of 
a program in the public interest that 
also carries commercial messages, and 
he declares that there are no disad- 
vantages to sponsorship of such shows. 

Robert T. Quinlan, program man- 
ager of another Los Angeles station, 
KTLA, states that “we find sponsor- 
ship of public-service programs seems 
to enhance rather than detract from 
the program, inasmuch as the viewer 
over the years has become more ac- 
climated to accept sponsored shows 


rather than those which are carried 
as a pure public service by the 
station.” 

WHAS-TV Louisville opines that 
many sponsored programs are better 
public-service programs than sustain- 
ing stanzas. The station points to its 
live and film half-hour wrap-up of 
Inauguration Day at Frankfort, Ky., 
sponsored by the largest bank in the 
city, and to its sponsored coverage of 
election returns — both, in the sta- 
tion’s opinion, good examples of true 
public service. 


Inaugural Coverage 


Speaking for wsFA-TV Montgomery, 
Ala., of which he is program man- 
ager, Gene R. Jacobsen affirms that a 
sponsored program can be true public 
service and cites as an example his 
station’s coverage of the inauguration 
of Alabama’s Gov. John Patterson in 
January 1959. 

“wsFa-TV fed this program to a 
statewide network,” he says, “and 
thousands of people who had never 
Four-Star Edition, which is a spon- 


been able to see a gubernatorial in. 


auguration before saw one on tele. 
vision. This program was sponsored 
by a local machinery company. The 
commercials were in good taste and, 


of course, did not interrupt the in- 
augural ceremonies; they were placed 
during lulls in the inaugural parade.” 

wnuHc-Tv New Haven believes that 
sponsored programs have no less 
value as public service, as long as 
complete control of program content 
remains in the hands of the station, 
This station is producing six one-hour 
special programs in cooperation with 
Yale University; the shows are tele. 
cast in prime time and are being 
sponsored by a local bank, which, by 
its own choice, used only 30 per cent 
of its available commercial time on 
the first program aired. 

“It is our feeling,” states Lawrence 
M. Carino, general manager of WWL- 
Tv New Orleans, “that a_ public. 
service program can and should be 
sponsored if at all possible. We have 
run for some time a program called 
sored public-service show spotlighting 
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various outstanding points of interest 
throughout the state of Louisiana. Dayton: 


“From our standpoint there is no eine 


wtvn-tv: Joe Jenkins. 


WLw-D: Paul Law. 


Houston: 
KpRC-TV: Bruce Kelly. 
KTRK-TV: John E, Hill. 





disadvantage in public-service pro- a, ee 
grams being sponsored, inasmuch as Burlington: 
sponsorship does not detract from the gan wcax-tv: Charles S. Lewis. 
° . . 0) : 
institutional image to be created by mnenev: Ray teu. Virginia: 
television stations, and does allow Norfolk: 
commercial accounts to take advan- Sees wavy-tv: Horace McManus. 
s hich oth * ortiand: 
tage of programming which otherwise adlinie Chis tiieais beatin 
Seattle: 
hae” KiING-TV: Gloria Chandler. 


Directors 


North Carolina: 
Winston-Salem: 


wsjs-TV: Jean D. Isenhower. 


(Continued from 79) 


wcau-tv: Donald Porter Lenox. 


wFiL-Tv: Lewis Klein. 

wrcv-Tv: Frank Hall. 
Pittsburgh: 

KDKA-TV: Richard C; Thrall. 

wiic: Ray Stewart. 

wTaE: John B. Hughes. 


Komo-tv: Arthur Gerbel. 


West Virginia: 
Charleston: 

wcus-Tv: Harry M. Brawley. 
Huntington: 

wsaz-Tv: H. Avery Chenoweth. 





North Dakota: 
Fargo: Rhode Island: 


KxjB-TV: Connie Blackstead. Providence: 


wyar-Tv: Walter Covell. 


Wheeling: 
wrrF-tv: Wesley M. Manley. 


Wisconsin: 


Ohio: Eau Claire: 

Cincinnati: South Dakota: WEAu-Tv: Wayne McNulty. 
wiw-T: Lee J. Hornback. Rapid City: Milwaukee: 

Cleveland: KoTa-tv: Norman Heffron. WIsN-TV: Patt Barnes. 


Kyw-tTv: Leslie Biebl. 
Columbus: Texas: 

wsNs-TV: John Cox. 

wiw-c: Betty Shepherd. 


Fort Worth: 





wBap-Tv: Luther Adkins. 


witi-tv: Edward P. Dittlof. 

wtMJ-tv: Bruce Wallace. 
Wausau: 

wsau-tv: Walter John Chilsen. 








“The emergencies...” 
WHAT'S A PENNY PITCH? 


To most people it’s a line you pitch to. Closest 
penny’s the winner and takes all. 

To WOWO listeners it’s different. They pitch 
pennies by the thousands to a kitty at WOWO... 
to help losers in the game of life. It started in ’54, 
and has been going on ever since. 

That first year they pitched pennies for a new 
typewriter to help a crippled lad to continue put- 
ting out a local newspaper — his sole means of 
support. 

In ’55 pennies were pitched toward power tools 
for a disabled veteran. As a result he was able to 
start his own woodworking business. 

In 56 WOWO pennies rebuilt a home for an 
elderly couple, unable to modernize on their own. 

The next year WOWO broadcast the story of a 
blind woman and her four children, about to be 
evicted from their small apartment. 15,654 listen- 


Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve. 


ers played...and purchased a home for this 
family. 

In 58 WOWO coins jingled their way up to re- 
building a home and playground facilities for a 
couple that sheltered orphans. 

Last year WOWO listeners burned a mortgage 
for a widow and six children. 19,232 people played 
that game. The kitty : $11,230 — enough to pay the 
mortgage and provide for a much needed opera- 
tion for one of the children. 

The game that started with a typewriter for a 
small boy has furnished homes for needy families. 

What will the stakes be next year? No one can 
say for sure. One thing is certain. No station in 
the Tri-State area is more eager to help its com- 
munity ...no station better known for the help 
already given. 


WOWO corr warne 
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might not be available to them. There 
is no reason why a sponsor should 
have to refrain from buying a public- 
service program merely because a 
commercial message is involved. It is 
our opinion that this can create an 
image and fulfill requirements for 
both the tv station and the commer- 
cial accounts involved.” 

wcss-Tv New York has “historically 
kept separate its public-affairs pro- 
grams and its sponsored programs,” 
notes Frank Shakespeare, vice presi- 
dent and general manager of the 
CBS-TV flagship station. “However, 
the station sees no inconsistency in 
true public service and sponsored pro- 
grams,” he adds. “Some local docu- 
mentaries and series may be offered 
for sponsorship in the near future, 
with the station, of course, retaining 
complete editorial control. It will, 
however, remain the station’s firm 
policy not to accept sponsorship of 
religious programs.” 

William N. Davidson, NBC vice 
president and general manager of 
wkca-Tv New York, fully believes that 


4-Year College Course 

A new experience in educational television got under way Feb. 20 in 
St. Louis under the title of Community Campus—a complete four-year 
basic-education program over KTVI. Developed in cooperation with St, 
Louis University, a two hour video tape Saturday-morning session is held 
each week from 7-9 a.m., the time specifically asked for by the University. 
The project was proposed originally by the university and has been 
coordinated at KTVv1 by its director of public affairs, Bruce Hayward. Its 


& 


Prof. John W. Conoyer lectures on “The Modern W orld” 


aim is to help men and women to develop their powers of expression, 
thought and imagination—in short, to realize their potentialities. 

After the budget for the program on the part of both St. Louis Univer- 
sity and KTvI had been proposed and approved, the primary courses were 
developed. Three courses of 40 minutes each are presented each Saturday 


morning. As an example, at 7 a.m., “Principles of Human Relations,” 


with the instructor the Rev. Trafford P. Maher, S.J., Ph.D., who is the 








Is Programmed By KTVI 


director of the Department of Education at St. Louis University; at 7.40 
a.m., “Before Columbus Came,” with Dr. Joan F. de Pena, Ph.D., instruc- 
tor of sociology and anthropology, and at 8:20 a.m., “The Modern 
World,” with John W. Conoyer, associate professor of geography and 
director of the department. 

These three courses are divided into three basic categories and will be 
offered each semester over a four-year period. The categories are basic 
skills, basic appreciation and basic knowledge. The spring semester, which 
is currently operating, began in February, and the fall semester will begin 
in October. Each semester will continue for 15 weeks. 

The participants will earn a basic-education certificate if 18 of the 
24 courses offered are completed successfully. They pay a registration 
fee of $5, which provides them with home-study guides, correction of all 
three final examinations for the three categories, admission to the Pius 
XII Memorial Library on the campus of St. Louis Universify and full use 
of the university bookstore, which allows them to buy textbooks and other 
books at reduced prices. 

When Community Campus was proposed, St. Louis University stated 
500 paid participants would be a satisfactory goal. With only four pro- 
grams completed, paid registrants number near 700. 

St. Louis University puts its costs for each year at $14,892.50. KTVI, 
for time, video taping and production personnel, estimates its cost as 
$48,000 each year. Over a four-year period, the total cost of the program 
and evaluation amounts to $285,487, a tangible contribution toward the 
education of St. Louis-area citizens. 








sponsored programs can be true pub- 
lic service, and the point is proven on 
the station. The Open Mind carries 
advertising messages on occasion, 
and the New York Times Youth 
Forum is sponsored weekly by that 
newspaper. Some of WRCA-TV’s nu- 
merous other public-service programs 
are up for sponsorship, with such 
sponsorship subject, of course, to a 
carefully defined set of rules as to ac- 
ceptability of advertiser, placement 
and limitation of commercials, and 
so on. 

A spokesman for WMBD-TV Peoria 
sees “no reason, in most instances, 
why a public-service program should 
not be commercially sponsored. By 
its very name, a public-service pro- 
gram refers to any program which 
performs a public (community) serv- 
ice. It is, therefore, the content of the 
program which is important. Locally 
we have sold a continuing series, /t’s 
Your Decision, consisting of local 
news documentaries on serious com- 
munity problems. These programs 
have been bought by a variety of ad- 





“Our schools...” 
$250 TO GO BACK! 


No more pencils 
No more books 
No more teacher’s dirty looks! 

It used to be you’d hear this in June, when 
school ended. But in Chicago the happy chant had 
mournful overtones to adults hearing it in Sep- 
tember. The nation’s second largest city looked 
upon its school drop-outs and late enrollments as a 
grave social hazard. “What would they do instead 
this year? In ten years, what then’? 

To help reverse this trend, WIND launched a 
“Start School When School Starts” campaign. 


Forty to fifty spots ran each day. 

But WIND didn’t stop with spots. 

The station sponsored a “Start School Contest” 
with a $25 daily award and $250 grand prize. 
Teenagers entered by completing this sentence: 
“IT am going back to school when school starts 
because...” 

“We ran this campaign to sell the value of a 
high school education, just as we sell the value of 
cigarettes, cars, beer or coffee,” says WIND’s 
Dom Quinn. 

Result was that WIND had 3,500 entries. 
Chicago schools had new highs in enrollments. 


WIND catcaso 
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vertisers whose principle interest is a 
desire to help underwrite the cost of Dope Documentary 
relating specific information to the More than a million Southern Californians saw the KNxT public-service 
public. A disadvantage may arise documentary Hell Flower when the one-hour film program dealing with 
when a sponsor's desire to disseminate narcotics-addiction problems was presented on the Los Angeles CBS-TV 
information would result in his per- elie fat November. 

sonal gain.” 

“With a station management ap- 
proving only responsible clients who 
realize their obligations to the com- 
munity as well as the station does, 
there can be no disadvantages to a 
public-service show that is sponsored,” 
says Donald Porter Lenox, speaking 
for wcau-Tv Philadelphia, which he 





serves as director of public affairs. 
Entirely in agreement is Milt Dean 
Hill, public-relations director at 
KOOL-TV Phoenix. “Many firms,” he 
asserts, “are public-service-minded 
and public-spirited enough to pro- 
vide the cost of sponsoring a program 
in which the public has a real and 
deep interest. There are no disadvan- Reaction was enthusiastic and immediate. Some 800 persons called the 
tages to public service being spon- station to endorse the program, and more than 1,200 letters and postcards 
sored. Such sponsorship often makes were received from viewers within a week. The Los Angeles City Council 
possible programs which a station voted unanimous commendation of the program the day following its 
would not otherwise be able to bring 


A reporter questions a woman imprisoned for drug addiction. 
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Offered By KNXT 


presentation. Law-enforcement officers and officials in the areas of legis- 
lation, probation and parole made known their approval. School officials 
volunteered unanimous approval. More than 50 requests for film prints 
of the documentary have been received by the station from educational, 


civic government and private organizations. 


Hell Flower was almost a year in preparation. First, writer Irwin 
Rosten and associate producer Richard Ashby spent months reading and 
noting studies, surveys and statistical materials. Next, producer William 
Whitley and his team contacted medical experts, law-enforcement officers 
specializing in the field and officials responsible for international controls. 

Interviews with addicts were filmed, as were talks with Narcotics 
Anonymous and Synanon members, narcotics officers and institutional 
personnel. Actual arrests and “questions” were filmed. A sequence of a 
young man undergoing the suffering of withdrawal had special impact. 

Editing the thousands of feet of film and tying in the overwhelming 
number of facts and opinions necessary to an objective report was a 


huge project which took five weeks. 


Press comment was generous. “A remarkable job—a blunt probing 
into a public cancer which is a chilling experience to watch,” said Cecil 


“ 


Smith, Los Angeles Times. 


Gayer, Garden Grove Daily News. 


At present, the CBS Television network, as well as stations in a number 
of markets, is considering broadcast of the documentary. 


*.. . a shocking film . . . because it turns a 
bright light on one of the more sordid problems in our midst,” Ken 
Parker, San Gabriel Daily Tribune. “No parents should miss it,” Dixon 


to the public because of the cost or 
other factors.” 

“Sponsored programs can be true 
public service,” asserts Walter Covell, 
director of religious, educational and 
public-service programming at WJAR- 
TV Providence, “provided the content 
does not become a subject of refer- 
ence to the sponsor’s self-interest. 

“The disadvantages depend upon 
the type of business operated by the 
advertiser and the kind of program 
he is buying. Surely a confectionary 
company will not sponsor a series on 
dental health wherein a dentist de- 
nounces sugar, nor will a toothpaste 
manufacturer cotton to a dental- 
health show that plumps for baking 
soda and salt, however natural the 
tie-in may seem.” 

An example of sponsored public 
service at KOTA-TV Rapid City, S. D., 
was a special film report on the Stra- 
tegic Air Command bombing, naviga- 
tion and refueling competition, a pro- 
gram that was underwritten by a 
Rapid City bank. “The content of this 


program,” says Norman Heffron, the 











66 
Our town...” 
PORTLAND’S CURIOUS COLLECTION 


Portland, Oregon has one of the nation’s newest 
and finest zoos. Soon it will be the only zoo in the 
world to feature in its collection an authentic dee- 
jay —a KEX disk jockey. 

What’s more, the KEX man is committed to do 
a broadcast from inside the cage, while his col- 
leagues hurl] peanuts at him. 

What inspired this monkey business? Port- 
landers had spent two years and half a million 
dollars in labor and materials building the world’s 
largest, most spectacular recreation railway for 
their zoo. But last November, just $10,000 away 
from completion, funds ran out and all work 
stopped. 


KEX stepped in. 

The deejays organized a gigantic community 
dance ... and came up with a zany but immensely 
successful contest among themselves. Object: to 
see who could get the largest number of listeners 
to contribute. Booby prize: the monkey’s cage and 
a shower of peanuts. 

Well over half the $10,000 needed to complete 
the Zoo Railway has already been raised. As the 
contest draws to a close (KEX promised delivery 
of the full amount this spring), townspeople are 
feeding the kitty with unabated zeal. 

What a curious, wonderful way to build a recre- 
ational railway! 


KEX PORTLAND 
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station’s director of news and public 
affairs, “was exactly the same as it 
would have been had the show been 
presented sustaining. 

“A disadvantage might result if the 
sponsor is allowed to choose the sub- 
ject of a public-service program and 
the approach taken to that subject. 
Such programs must be planned and 
executed by qualified station person- 
nel and then presented to a client for 
possible sale.” 

A local car dealer sponsored a one- 
hour special, X-15 Man in Space, over 
KCRA-TV Sacramento, and Bill Fur- 
nell, the station’s public-service direc- 
tor, asserts that the “valuable infor- 
mational and educational aspects of 
the program were not impaired by the 
commercial content.” No disadvan- 
tages are inherent in sponsored public 
service, he adds, “if good taste applies 
in the selection of sponsor and com- 
mercial content.” 

George T. Rodman, director of pro- 
motion and news for KGO-TV San 
Francisco, declares: “Of course pub- 
lic-service programs can be spon- 
































sored. The networks have all pre- 
sented excellent p.s. shows wherein 
sponsorship improved the programs’ 
impact. If an industry backs such a 
show, it appears to be concerned with 
an important issue.” 

Also in San Francisco, KRON-TV’s 
director of public affairs, Thomas F. 
Mullahey, points to Science in Action, 
now in its 10th year on the station 
under the sponsorship of the Amer- 
ican Trust Co., a northern California 
banking concern, as a prime example 
of the fact that public-service pro- 
grams can carry commercial endorse- 
ment without any lessening of their 
true intent and purpose. 


No Impairment 


On Komo-Tv Seattle one sponsored 
public-service venture is titled View- 
point, and from the station’s experi- 
ence with this program Arthur Gerbel, 
KOMO-TV public-relations manager, 
adduces that true public service by a 
television station suffers no impair- 
ment through the interpolation of an 
advertiser’s messages. 





neighbors. 


“My neighbors...” 


THE WORLD’S MOST 
UNUSUAL PYRAMID CLUB 


In 1944 a fantastic experiment in rehabilitation 
of underdeveloped countries was begun: the 
Heifer Project. 44 heifers were sent to Puerto 
Rican farmers with the understanding that 
their offspring would be distributed among their 


Does Jerome Barnes, vice president 
and director of programming at 
WWLP Springfield, Mass., believe that 
a sponsored program can be true 
public service? “By all means,” he 
says. “We do a live Mass every Sun- 
day that is sponsored, although the 
sponsor receives only an opening and 
a closing credit. I see no disadvan- 
tages in public service being spon- 
sored, as long as the sponsor agrees 
to keep out of policy and production.” 

WTHI-TV Terre Haute’s example of 
public-service sponsorship is Focus on 
alternate Wednesdays at 7-7:30 p.m. 
“The advertiser,” says Joseph M. 
Higgins, general manager of the sta- 
tion, “wants to be connected with this 
style of program, which is a panel of 
citizens asking questions of a guest. 

“We feel,” Mr. Higgins continues, 
“that sponsored public-service pro- 
grams receive more care by the adver- 
tiser and the station in the selection of 
the people on the show and the ma- 
terial used. It is much easier to do a 
show under sponsorship than it is to 
give it away.” 


It was the beginning of a world-wide pyramid club 








— ray beet fe Cle lu COO 


Y&R (Continued from page 53) 


“Operation Daybreak” off the ground. 

“Daytime television is basically the 
‘magazine concept,’ ” said Pete Matth- 
ews. “You don’t worry as much 
about specific program ratings as you 
do about total circulation. We had 
clients who needed daytime exposure, 
but had difficulty obtaining it in the 
tight two-network picture. Therefore, 
the agency went to ABC-TV to get the 
time first; the programming, we 
knew, would follow and be accepted.” 

When ABC-TV opened its expanded 
daytime schedule in October 1958, 
Y&R advertisers included General 
Foods, Johnson & Johnson, Bristol- 
Myers, American Home Foods, the 
Drackett Co. and Beech-Nut Life 
Savers, Inc. While initial reaction was 
less than expected, most of the ac- 
counts stayed with the operation, 
watching it grow within two years 


Bernard Irwin Paulson has been ap- 
pointed director of design, art anid 
scenic production, it has been an- 
nounced by Robert L. Stone, vice 
president, Facilities Operations, NBC. 
Mr. Paulson has been director of tv 
production services for ABC. He will 
supervise scenery construction and 
painting, design and art, including 
scenic design, costume design, make- 
up and graphics and _ production 
services. 


Presents, the Leland Hayward Fabu- 
lous Fifties special and Rod Serling’s 
Twilight Zone series. 

Speaking about the latter program, 
Mort Werner explained that it was 
chosen in a deliberate attempt to offer 
something new—an “anthology of 
imagination” different from the west- 
erns, mysteries and other shows on 
the air. The program built during its 
first 13 weeks to acceptance warrant- 
ing sponsor renewal. 

In Mr. Werner’s opinion, it is not 
the function of the advertising agency 
to balance programming for the net- 
works, but to locate and sell programs 
that do a job for the advertiser. “Cer- 
tain types of program work best for 
certain kinds of accounts, it’s true, 
but there are no easy classifications. 
Right now there is a general trend to- 
ward happy, situation-comedy shows 
—at least judging by the pilots we've 
seen. For clients such as General 


into a daytime schedule of full 


Foods, though, we’ve used this kind 





strength. 
Among other contributions Young 
& Rubicam believes it has made to the 





... whose dividend today may be anything from 
goats, hatching eggs, pigs...to rabbits, honey 
bees, sheep or horses. 

The Congregational Churches of New England 
had been taking part in the Heifer Project for 
many years. Last November, they were shipping 
44 heifers to Iran. Members of the congregation 
were going along, too, as handlers of the animals 
and as observers of the results of previous ship- 
ments to other countries. 

WBZ-TV felt the story of this modern pilgrim- 
age would make an especially effective Christmas 
show and sent cameras along to record the trip 
on film. 

Result: Heifers for Hope, a one-of-its-kind 
documentary. 

Boston viewers watched as the men, women, 
boys and girls who had raised money to buy the 
livestock through cake sales and “heifer hops” 
gathered at Boston’s Logan International Air- 
port. Just before take-off ministers blessed the 
animals. Then — a Teheranian orphanage, recip- 


television medium are its five-year 
success story with Alfred Hitchcock 


of program for many years. If we 
feel a program can work for the ad- 
vertiser, we do not hesitate to recom- 


ient of a heifer. Cameras panned the neighbor- 
ing farms that would eventually profit. 

Next stop: Greece. A priest told Bostonians 
how the Project replenished the livestock of his 
town, ravaged by four waves of invasion in a ten- 
year period. A mother explained gratefully that 
for the first time, and only because of the Proj- 
ject, her child is properly nourished. Farmers, 
town officials, even children told what the Heifer 
Project meant to them. 

The trip started on Thanksgiving Day. It 
ended on Christmas Eve. It involved people reach- 
ing out halfway across the world to help other 
people. WBZ-TV feels it will stimulate even 
greater interest in the Heifer Project. 

It was a most appropriate Christmas program 
for it told the story of the greatest gift man 
knows — the gift of Hope where there was none. 


WBZ-TV sosron 
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mend a quality western or even an 
interesting quiz show.” 

His job, he explained, and that of 
Charles (Bud) Barry, vice president 
in charge of programs and talent, is 
to work with producers in preparing 
pilot films or new-property ideas, 
analyze the completed property, rec- 
ommend worthwhile programs for 
purchase and, if the sale is made, 
supervise the maintenance of quality 
while the show is on the air. 

The genesis of a program bought 
by the agency and its clients may 
come from anywhere, Mr. Werner 
noted. His own ideas and those of 
other Y&R employes have been sub- 
mitted for consideration, as have 
those from outside producers and the 
networks. More important, he be- 
lieves, than who has the original idea 
are the marks of quality looked for 
by the agency. These include the pro- 
duction team’s past record and capa- 
bilities, the writers and the talent. If 
an established star is not used, the 
agency looks for the possibility of a 
star developing from the series. 


“In the business today,” said Bud 
Barry, “competition is so keen that 
almost instantaneous decisions have 
to be made. Every agency wants the 
best properties, and you often must 
accept a show on names and reputa- 
tions only. Twilight Zone was chosen 
virtually on Rod Serling’s name and 
a stack of scripts he had. 


Admit Mistakes 


“Now and then things don’t work 
out the way you plan them, and you 
have to admit it. Fibber McGee and 
Molly was such an instance—we had 
great anticipations for the program, 
good producers, scripts, talent and a 
proven comedy format. Something 
happened, and it just didn’t work 
out.” 

Remarking that Y&R has had con- 
versations on 300 proposed programs 
and pilots for next season, Mr. Werner 
said he thinks in the future clients 
will back pilot films in order to get 
options on network possibilities. The 
agency has recommended such action 
on properties in the past, he said, 


noting that once a “hot” property is 
on the open market, competitive bids 
increase the purchase price. 

Both Mr. Werner and Mr. Barry 
are relatively new to the agency, with 
Mr. Werner having joined Y&R last 
fall from Kaiser Industries and pre. 
vious posts with NBC. He replaced 
Peter Levathes, formerly Y&R media- 
relations director, who moved to 20th 
Century-Fox TV. Interestingly, the 
agency appears to have no trouble 
attracting top-level personnel to see 
that its policies remain in effect 
through the years. 

In actuality, Young & Rubicam is 
built of what amounts to virtually a 
group of isolated firms—one handling 
research, another copy, another mar- 
keting, another media, etc. Each unit 
is headed by a top-level executive with 
almost supreme command over the 
staff under him. “It’s not the ‘task 
force’ operation found in other agen- 
cies,” said a Y&R employe. “We don’t 
have a copywriter, artist or media 
buyer taking orders from the account 
executive. If a writer has a problem 


“My rights...” 


NO ROOM FOR THE PUBLIC 
—OR IS THERE? 





Maryland’s State Legislature charged the Balti- 
more Commissioner of Police to be guilty of 
misconduct in office and incompetence... and 
recommended an immediate removal from office. 

A hearing was promptly scheduled. The only 
hitch: it was a gubernatorial hearing — a closed 
affair. 

WJZ-TV raised two important questions: isn’t 
the public obligated to take an active interest in 
proceedings related to the conduct of a man 
entrusted with the safety of their homes and fam- 





on an account, he goes to his copy 
chief. The copy chief then can argue 
the problem out with the account man 
on the same level. If his boss backs 
up the writer, he knows the account 
exec isn’t going to get him fired.” 

George Gribbin, who became presi- 
dent of Young & Rubicam in 1958, 
previously headed the copy depart- 
ment, where he personally okayed all 
major creative work from his unit 
before it went to the client. On the 
point made above, he once said, “A 
copy man knows more about copy 
than a contact man.” 

The agency’s media department has 
undergone several changes in estab- 
lishing its own identity within the 
over-all operation. In 1952 Y&R be- 
came the first major agency to set up 
an all-media buyer policy. Last year 
it decided that timebuying for a net- 
work program was an attendant fac- 
tor to the purchase of the program 
itself. Consequently, the program de- 
partment now negotiates for both. 
(The media department, however, 
assists in formulating network line- 


Tom Viscardi (c.), Young and Rubi- 
cam timebuyer, on a visit to Tide- 
water Teleradio facilities in Norfolk- 
Portsmouth in behalf of Y&R client 
Chef Boy-ar-dee. He is shown here 
talking to Ned Sheridan (l.), wavy 
general manager, and J. Glen Taylor 
(r.), president and general manager 
of WAVY-TV-AM-FM. 





ups, costs, etc.) 

In July of last year the entire de- 
partment was reorganized into five 
account groups under a similar num- 
ber of associate media directors. 
(Two additional associates also re- 


port to director Pete Matthews—one 
for outdoor advertising and the other 
acting as manager and administra- 
tion officer.) About 12-15 employes 
work in each of the five groups as 
senior buyers, media buyers and 
media servicemen handling estimat- 
ing and associated duties. 
Questioned on the oft-heard com- 
plaint that all-media buyers do not 
have time to handle the intricate 
problems of broadcast buying while 
also working in other fields, Mr. 
Matthews noted that Y&R has a 
unique “availabilities coordination” 
group that operates for all five domes- 
tic offices of the agency. This unit is 
in constant communication with sta- 
tions and representatives for data on 
current availabilities. “What this 
means,” said Mr. Matthews, “is that 
instead of several of our buyers call- 
ing one representative about different 
campaigns, they can get their infor- 
mation right here. This prevents need- 
less duplication of time and effort.” 
Broadcast buying, he stated, is 


twice as time-consuming as news- 


ilies? Aren’t the people entitled to complete cover- 

age in such cases, rather than excerpts —as a 

guarantee of fairness to both sides? 

Governor’s initial reaction: “This executive 
hearing has many of the aspects of a judicial pro- 
ceeding and to the extent possible, the Governor 
will adhere to the rules, procedures and customs 
of Canon 35.” 

Or — NIX ON TV COVERAGE! 

But WJZ-TV persisted in its demand that the 
people be informed, completely. The Governor 
submitted the matter to a U.S. District Court 
Judge. After review, the Governor’s Office granted 
permission to televise the one-hour summations 
by both sides, provided the telecast was not live. 
WJZ-TV swung into action — 

1. cancelled all regular programming beginning 
at 1:00 PM on the day of the hearing. 

2. assigned full engineering and production staffs 
to originate a direct remote telecast from the 
hearing rooms at the Maryland State House in 
Annapolis, 20 miles from Baltimore. 


3. recorded the entire proceedings on Videotape. 
4. broadcast the proceedings in their entirety. 

Richard W. Case, Special Legal Advisor to the 
Governor: “Fortunately, I did have an oppor- 
tunity to see some of the program presented by 
WJZ-TV. I thought it was very well done...I 
have heard a number of attorneys say they could 
see no reason why important appellate cases could 
not be visually recorded.” 

Governor Tawes: “I was entirely satisfied with 
the television coverage given by WJZ-TV ... My 
sincere thanks to you for your cooperation in the 
matter.” 

WJZ-TV proved that it could televise such 
major events with an absolute minimum of dis- 
traction to the participants and with no editorial 
bias resulting from extraneous comments or exci- 
sion of any proceedings. 


WJ Z -TV BALTIMORE 
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paper scheduling, “despite the fact the 
paper salesmen ask us if we're not 
ignoring their medium because ‘there 
are too many separate papers to 
bother about.’” On the contrary, he 
said that the agency’s Univac system 
can schedule 90,000 lines in 300 
newspapers at the push of a button 
(as it recently did for Chrysler 
Corp.), but that the agency is still 
working on adapting automation to 
tv schedules. “Now there are 16 more 
steps involved in buying for television 
than for print. But we don’t buy a 
medium because it’s easier, but be- 
cause it’s the best choice for the 
client.” 

It is Mr. Matthew’s belief, and that 
of the agency, that any medium can 
be effective. “An agency which com- 
mits itself to one,” he says, “is in 
danger. One account may use broad- 
cast effectively, while another requires 
an entirely different approach. We 
prefer to start planning for each client 
with no preconceived ideas of which 
will work best.” 


The media department is looked to 


for the initiation of advertising plans, 
he noted. It has an inherent advantage 
over other departments in that media 
has research, rate information and 
similar data upon which it can base 
a recommendation. “We have the 
equipment to present an orderly plan. 
That plan may be accepted, rejected 
or modified, but it always provides a 
starting point that is based on experi- 
ence and reason. An account is not 
encouraged to put its money into, say, 
television simply because the account 
executive likes that medium.” 


70 Can Buy 


With a hard core of about 40 all- 
media buyers, although it was noted 
that nearly any one of 70 people com- 
prising the five account groups can 
buy, the agency tries to balance the 
weight of assignments. Emotional 
values and preferences of buyers are 
considered in placing them on various 
accounts. Experience has shown that 
buyers in one field often will request 
transfer to groups handling accounts 
using other kinds of media. 


Knowledge of all fields is an essen- 
tial requirement of a media director, 
with Y&R working to develop its own 
people from within. Qualified per. 
sonnel are brought in from various 
departments (often the outdoor field 
force) and placed into media service, 
Here they work in such functions as 
estimating and _ statistical analysis, 
then are rotated to a number of buy- 
ers as assistants. After learning the 
rudiments of buying in each medium, 


they are assigned to a buying group 


and then to one or more of the ac. 
counts handled by that group. A com- 
petent buyer can be developed in a 
year’s time, the agency has found. 
The media operation in New York 
has been successful to the point that 
the agency’s other domestic offices 
have similar departments. Each of the 
associate directors in New York is 
responsible for working with either 
the Chicago, Detroit, Hollywood or 
branch. An 


change of personnel occurs at times, 


San Francisco inter- 


an operation simplified by the fact 
that each department, while operating 





autonomously for its own accounts, is 
organized and works in the same way 
as the others. 

Young & Rubicam’s media plan- 
ning has three related aspects, said 
Mr. Matthews. First, it is based on the 
idea of providing sound and compe- 
tent media purchases for its clients; 
secondly, there is a willingness to try 
new things that will increase the value 
of the medium itself, with examples 
cited including the agency’s role in 
establishing co-sponsor patterns in tv 
and in expanding the use of color in 
newspaper advertising; thirdly, there 
is a mutual exchange of information 
and ideas with media for its own 


benefit. 
Skill Needed 


“We can obtain the best deals 
through skill at our own craft—buy- 
ing,” said the media executive, “but 
we can get more value if we work to 
improve the medium itself. On such 
things as rate structure, surveys, re- 
search, etc., we do a great deal of 
consulting with various media.” 


Having pioneered in the all-media 
buyer set-up, as well as in research 
and merchandising, Young & Rubi- 
cam also was the first agency to estab- 
lish a fully equipped tv studio within 
its own walls. (One of the few agen- 
cies actually on Madison Avenue in 
New York, the firm occupies 14 
floors, each of which is done pre- 
dominantly in green.) Another “first” 
was the use of specialized writers to 
work in tv and radio. 

Under John Freese, manager of the 
tv-radio commercial production de- 
partment, are a dozen producers, as 
well as six people who work in cast- 
ing, six who handle styling details in 
fashion and furniture, three who su- 
pervise music and four who see to 
talent repayment. 

The agency maintains a seven- 
person quality control department in 
Hollywood and New York which 
keeps track of scheduling countless 
commercials in various programs. 
(As of last December, Y&R had 16 
clients either sponsoring or participat- 
ing in 43 different network programs, 





with several advertisers promoting a 
variety of products.) The quality- 
control group also works with pro- 
gram producers to obtain specifica- 
tions as to commercial requirements 
—magnetic or optical soundtracks, 
etc.—and to insert the proper an- 
nouncement into the program film. 


Use Color and Tape 


Both color and tape have been 
used by the agency in the past and 
will be employed again in the future, 
said Mr. Freese. “We use tape when 
there is an advantage or a reason for 
it,” he said, noting that a sizable 
number of commercials were taped 
last year. For GE’s Fabulous Fifties, 
taped announcements were used to 
keep the “live” aspect of the program 
itself. Most of the programs used by 
Y&R clients, however, are filmed 
shows in black-and-white. 

As noted earlier, there is a definite 
tendency for an advertising agency— 
or huge business of any kind—to 
show less of an “image” as it grows 
larger, expands its personnel and be- 


the program schedule. 


“Our transportation...” 


There’s a serious, nasty problem in booming Pitts- 
burgh — not one cent is being spent for mass 
transit. One of the most important facets of a 
major city is in a mess. 

Pittsburgh’s Chamber of Commerce knew 
something had to be done about it. But how do you 
present a complicated problem to a community 
without being dull? 

The Chamber’s first step: contact KDKA-TV. 

KDKA-TV had facilities to get the Chamber of 
Commerce campaign against traffic snarl rolling 
in a hurry. Already on KDKA-TV’s program 
schedule: “Decision,” a half-hour public interest 
program in prime time. “Decision” has already 
probed such touchy topics as “Inflation” and 
“Unemployment.” “Mass Transit” was added to 


KDKA-TV cameras called on various com- 
munity leaders — the head of the trolley system, a 
department store president, a civic leader, a well- 
informed citizen. Each spoke up sharply and Pitts- 
burghers got a realistic understanding of their 
problem. The decision was now up to them. 

Television again demonstrated that it can act 
fast. That it can serve its community — and do it 
dynamically. 

One Pittsburgh newspaperman’s comment: “An 
effective demonstration of how to get rid of that 
flat cliché, the panel of experts, and still retain 
the punch of interviews. The program... was a 
hard-hitting look at a nasty Pittsburgh problem.” 


KDKA-TV PITTSBURGH 


Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve. 
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comes more and more individually 
departmentalized. Some businesses 
make an obvious effort to create an 
image in the public mind. Ordinarily 
the titans of advertising do not. 
Young & Rubicam, Inc., is one of 
these. 

Its fortune—and a pleasurable one 
it is—is to be known as the agency 
that built Jell-O and Life Savers into 
fun” foods, infuriated countless 
thousands of television viewers with 


Bufferin’s noted race between the B’s 
and the A’s to see which gets into the 
bloodstream first, put a Band-Aid 
sample onto a national magazine 
page, used the first gate-fold in maga- 
zine advertising and the first four- 
color inserts in newspapers, among 
many other credits for firsts in adver- 
tising. 

The Y&R image, then, is one of 
brilliance and quiet greys, of startling 
innovations and accepted truisms, of 
repetitive success and infrequent dis- 
appointment. And, as in a kaleido- 
scope, the image changes by the 
moment. 


Spot (Continued from page 54) 


tionally and regionally, an increase of 
18 per cent over the $511,770,000 
estimated for 1958 (that figure was 
14 per cent over the estimate for 
1957). In 1959 there were 1,381 ad- 
vertisers with expenditures exceeding 
$20,000, while in 1958 the $20,000- 
or-more advertiser category amounted 
to 1,341. The total of advertisers in 
the million-dollar-or-more group 
climbed to 125 in 1959, 17 more than 
the 108 which made at least that in- 
vestment in spot tv in 1958. 

It should be noted that last year’s 
record total in spot just about ap- 
proaches network’s, which was $627,- 
311,530. The spread between the two 
is just over $21.7 million; in 1958 the 
spread amounted to $54.8 million. 
This narrowing margin between net- 
work and spot can be told best in 
terms of percentages: in 1958 net- 
work’s share was 52.6 per cent, spot’s 
share 47.4 per cent. In 1959, net- 
work’s share was 50.9 per cent, spot’s 
share 49.1 per cent. 


TvB’s analysis of spot activity by 
time of day shows that nighttime re. 
ceived $306.4 million, daytime $223.5 
million and late night $75.7 million, 
The greatest areas of growth, of 
course, are day and late night. In 
terms of type of activity, announce- 
ments continued to lead the field, ac- 
counting for 76.1 per cent of total 
investments, registering the largest 
proportionate gain—24 per cent. Pro- 
grams, on the other hand, declined 
three per cent from the 1958 level, 
while ID’s gained 14 per cent. Pro- 
grams in 1959 accounted fer 13.2 per 
cent of the total spot advertising 
dollar, while ID’s accounted for 10.7 
per cent. 


Product Groups 


Expenditures by product classifica- 
tion are also compiled by TvB. Food 
products continued in the number-one 
spot, with estimated expenditures of 
$165.7 million, an increase of 22 per 
cent over the 1958 estimate of $135,- 
687,000. Drug products placed second 
in 1959 with $53,478,000, a gain of 
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1958, 








20 per cent ever the $44,626,000 that 175,000. This is a 140-per-cent climb Top (Coustuned frets pate $8) 
= category spent in the medium in 1958. over the $7,376,000 estimate for 1958. 
35 The cosmetics and toiletries group Cars accounted for $12.1 million of 68. Ralston-Purina Co... 1,808,340 
-— dropped from second to third place, the 1959 total, while miscellaneous 69. Helene Curtis 
of although its investments also climbed. supplies accounted for $3.4 million of Industries, Inc. ... 1,787,350 
In That category’s investment in spot in the automotive total. 70. Standard Oil Co. 
1c F 1959 was $52,512,000, a 12-per-cent The largest user of spot tv in 1959 (Indiana) ...... 1,767,900 
8} increase over the 1958 estimate of among individual brands was Lestoil 71. Ward Baking Co.... 1,748,460 
‘ $46,749,000. The ale, beer and wine with a $17.6-million investment. In 72. E. & J. Gallo Winery 1,640,110 
ro. category retained its fourth place 1958 Lestoil spent $12.3 million. 78. Interstate Baheries 
a ranking with br ets < $47,- atta Hines rps a P&G product, > RRS 1,586,800 
well 840,000, an a t-per-cent climb over more ye “ e a investment, 1. i Bo Oo........ 1,549,600 
e. 1958, when the estimate was $44,- going rom $: 5 million in 1958 to 75. Atlantic Refining Co. 1,543,390 
214,000. $7.2 million in 1959. Another P&G 
per ; Jit. Me. Chante, weed foan 0001. 76. Alberto-Culver Co. .. 1.535.130 
i Liquid Cleaners, Too — edi : 77. Exquisite For 
ng q 300 in 1958 to $5.8 million during last 2 astesiialea a Pore 
ag With the addition of liquid cleaners _year. Brassiere, Inc. ... 1,507,730 
to the household cleaners, cleansers, In fact, says TvB, the year 1958 78. M. J. B. Co........ 1,505,720 
polishes, waxes category, the tobacco _ saw only three brands spending over 79. Continental Wax 
products and supplies classification $5 million and 18 brands spending Corp. ......+++. 1,496,130 
in was edged out of fifth place. The over $3 million, whereas the past year 80. Piel Bros. ........ 1,487,830 
oq cleaners - cleansers group invested lists six brands which invested over 81. National Dairy 
“on T $45,165,000, a whopping 52-per-cent $5 million and 21 brands which spent Products Corp. ... 1,445,980 
s of increase over the $29,650,000 esti- over $3 million. The other over-$5- 82. Safeway Stores, Inc.. 1,430,470 
be mate reported for 1958. million spot brands are Maxwell 83. Chesebrough-Ponds, 
“a The largest percentage increase in House coffee ($6 million), Kellogg Diicwakia's Bs ses 1,419,880 
ond spot tv in 1959 came from the auto- cereals ($5.9 million) and Alka- 84. Plough, Inc. ...... 1,405,460 
a af motive category, which spent $18,- Seltzer ($5.7 million). 85. Atlantis Sales Corp.. 1,403,850 





“Our hospitals...” 


“After seeing the condition of the patients, I 
would beg, borrow or steal to prevent anyone from 


going to a state mental hospital.” 
— KYW-TV Reporter Hugh Dananceau 


Something just had to be done to improve the con- 
dition of Cleveland’s state mental hospitals...and 
KYW-TV did what no other medium could do. 

KYW-TV moved right into the mental hospitals 
with cameras and microphones. Viewers saw the 
deplorabie conditions first hand. 

16,000 feet of film were edited into four one- 
hour programs dubbed “Forgotten People.” The 
series, scheduled in prime time, replaced two pop- 
ular network shows. Result: ARB ratings doubled 
those of the previous month. 

















Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve. 


The impact upon viewers was so great that 
letters and phone calls poured in immediately. 
Governor DiSalle allowed KYW-TV news and 
cameramen to accompany him on his tour of 
mental institutions in Delaware, New York, New 
Jersey and Connecticut soon after the series. 

The Governor’s action proved that “Forgotten 
People” invoked the concern of those in the audi- 
ence nearest to the problem and those best equip- 
ped to do something about it. Plans have been 
announced for a new hospital. And hundreds have 
volunteered their services. 


KYW-TV CLEVELAND 
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86. Wilson & Co., Inc... 1,401,800 
87. General Motors Corp. 1,370,030 
88. Schick, Inc. ....... 1,348,040 
89. Pam Industries, Inc.. 1,328,560 
90. Phillips Petroleum .. 1,325,310 
91. E. F. Drew & Co. .. 1,320,230 
92. Parker Pen Co 1,317,120 
93. Armour & Co 1,291,160 

94. Charles Pfizer Co., 
1,279,910 

95. Vie Tanny 

Enterprises, Inc. .. 1,277,630 
96. Heublein, Inc. ..... 1,273,310 
97. National Brewing Co. 1,258,700 
98. Block Drug Co., Inc.. 1,250,630 
99. Pacific Tel. & Tel. Co. 1,243,960 
100. Kroger Co. ....... 1,232,020 





More Weaver 

Charley Weaver’s Family Album, by 
Cliff Arquette. John C. Winston Co., 
1010 Arch St., Philadelphia. $1.95. 

This amusing volume is filled with 
comical portraits of Charley Weaver’s 
mythical family in mythical Mt. Idy. 
Typical Weaver comments describe 
each portrait. If you are a Charley 
Weaver fan you'll like the book. 


Film 


(Continued from page 66) 


These include a reduced demand for 
syndicated programming due to ex- 
pansion of the networks, and releases 
of blocks of feature films. Total gross 
for the period was $26,247,448, with 
operating expenses of $33,436,981. 


Commercials 


AMERICAN FILM PRODUCERS 


Completed: Uddo & Taormina Co. (Pro- 
gresso foods), Carlo Vinti; Liggett & Myers 
Tobacco Co. (Chesterfield cigarettes), Mc- 
Cann-Erickson. 

In production: Esso Standard Oil Co. 
(gasoline), McCann-Erickson; Colgate- 
Palmolive Co. (Ajax), McCann-Erickson; 
Liggett & Myers Tobacco Co. (Oasis), 
McCann-Erickson. 


CULHANE FILM STUDIOS, 
INC. 


Completed: U.S. Government (recruiting, 
Air Force), direct; Capital Airlines, Inc. 
(service), K&E; Lever Bros. Co. (Good 
Luck margarine), OB&M; Western Electric 
Co., Inc., direct; National Foundation, di- 
rect; Philadelphia Savings Fund Society, 
Gray & Rogers; Vick Chemical Co. (cough 
drops), Morse International; Seeman Bros., 
Inc. (White Rose tea), Anderson & Cairns; 


Morton Mfg. Corp. (Chap Stick), Gum 
binner. 

In production: Colgate-Palmolive 
(Ajax), McCann-Erickson; J. A. Folger § 
Co. (coffee), C&W; Drinks, Inc. (Nu-Fizz), 
Charles W. Hoyt; Church & Dwight CG, 
Inc. (Arm & Hammer sal soda), Brooke, 
Smith, French & Dorrance; Pharmaceutj. 
cals, Inc. (Geritol), Parkson; Nationa 
Assn. of Insurance Agents, Doremus. 


ERA PRODUCTIONS, INC. 


Completed: Mattel, Inc. (toys), Carson, 
Roberts; U.S. Agriculture Dept. (Smokey 
Bear), FC&B; Hancock Oil Co. (gasoline), 
Heintz; Norwalk Oil Co. (gasoline), 
Heintz; Squirt Co. (soft drink), Honig 
Cooper & Harrington. 

In production: Hughes Aircraft (radar), 
direct; Union Pacific Railroad (travel), 
Caples; U.S. Agriculture Dept. (Smokey 
Bear), FC&B. 


GRAY & O’REILLY 

In production: Cities Service Co. (gas 
line), Ellington; Reader’s Digest, JWT; 
General Foods Corp. (Birds Eye), Y&R; 
Block Drug Co. (Omega oil), Gumbinner; 
Drug Research Co. (Man-Tan), KHCC&A 


KEITZ & HERNDON 


Completed: James G. Gill (coffee) , Cargill, 
Wilson & Acree; Humble Oil & Refining 
Co. (gasoline), McCann-Erickson; Lone 
Star Brewing Co. (beer), Glenn; Amicable 
Life Insurance Co. (insurance), Southwest 
In production: Ideal Bakeries (bread), 
Wm. Finn; Campbell-Taggart Assoc. Bak 





“Religion...” 


THE BEATNIKS AND CHRIST 





They love Jesus in an off-beat way, with that 
hipster feeling that He was a very misunderstool 
person... would be even more so today. They 
identify with the figure of Christ...see them 
selves as innocents, as the victim Christ, slaugk 
tered by an insensitive society. 

The Rev. Pierre Delattre is speaking on KPIX’s 
“Against the Stream,” unique half-hour series on 
morality in the Beat Rebellion. He points to their 
sandals and beards . . . explains these are the out 
ward signs of their identification with Christ... 
and the program continues. 
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eries, Inc. (Rainbo-Colonial bread), Bel- 
Art; Lone Star Gas Co. (gas ranges, re- 
frigerators), EWR&R; Robertson Products 
Co. (Miracle Flame), Ackerman; Chemical 
Compounds, Inc. (STP Motor Oil Addi- 
tive), Rogers & Smith; Home Brewing Co. 
(Richbrau beer), Cargill, Wilson & Acree; 
Dr. Pepper Co. (king size), Grant. 


JAMES LOVE PRODUCTION 


In production: Dow Chemical Co. (Handi- 
Wrap), NC&K; Mister Softee (ice cream), 
Gray & Rodgers. 


NATIONAL SCREEN 


Completed: Pontiac Motors Div. GM 
(cars), MJ&A; B. C. Remedy Co. (head- 
ache remedy), C. Knox Massey; British 
Petroleum (oil & gas), Collyer; Hygrade 
Food Products (meats), Doner. 

In production: Pontiac Motors Div. GM 
(cars), MJ&A; Hassenfeld Bros., Inc. 
(toys), Grey; Sun Oil Co. (Sunoco gas and 
oil), Wm. Esty; P. Ballantine & Sons (beer 
and ale), Esty; 20th Century-Fox (promo- 
tional), direct. 


RAY PATIN PRODUCTIONS, 
INC. 


Completed: General Mills, Inc. (Cheerios) , 
D-F-S; Rexall Drug Co. (drug products), 
Columbia Pictures; Campbell Soup Co 
(beans and franks), NL&B; Crown Zeller- 
bach Corp. (Chiffon), C&W. 








PINTOFF PRODUCTIONS 


Completed: Schutter Candy Co. (Bit-O- 
Honey), Grey; Radio Corp. of America, 
K&E; National Guard, FRC&H:; S. A. 
Schonbrunn & Co., Inc. (Savarin coffee), 
FC&B: Stewart-Warner Corp. (Alemite), 
MacFarland, Aveyard; Lever Bros. Co., 
JWT; Kings Wine Co., Wermen & Schorr; 
Bayuk Cigars, Inc. (Phillies), Wermen & 
Schorr; American Cancer Society (promo- 
tionals) , direct; Citizens Committee, JWT; 
Texas Co. (Texaco), C&W; General Elec- 
tric Co. (G.E. vacuum), Y&R. 

In production: Esso Standard Oil Co., 
McCann-Erickson; Advertising Council, 
FC&B; Nestle Co. (Zip), McCann-Erick- 
son; Kellogg Co., Burnett; Curtis Publish- 
ing Co. (American Home magazine) , direct. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Sinclair Refining Co. (institu- 
tional), Wexton; Television Bureau of Ad- 
vertising (institutional), Wexton; Carter 
Products, Inc. (Colonaid), KHCC&A; Geo. 
W. Helme Co. (snuff), KHCC&A; Sinclair 
Refining Co. (No-Freez gas, fuel oil), 
GMM&B; National Bank & Trust Co. (in- 
stitutional), Rabko; Potter Drug Co. (Cuti- 
cura), KHCC&A; Permutit Co. (water soft- 
ener), Rumrill. 


In production: O’Keefe Brewing Co. (ale), 
Foster; H. Goodman & Son (Wet N’ Set), 
Joseph Reiss; Golden Press, Inc. (Atlas), 
Wexton; Chr. Bjelland Co. (King Oscar 
sardines), KHCC&A; American Motors, 
Inc. (Rambler), GMM&B; Television Bu- 


reau of Advertising (44-hr. film), Wexton; 
Eagle Pencil Co. (Stickpen) , Shaller-Rubin. 


TELEPIX 


Completed: American Snuff Co. (Garrett 
snuff, Bull of the Woods tobacco), Simon 
& Gwynn. 

In production: Bourns Laboratories, Inc. 
(Potentiometers), direct; Hycon Mfg. Co. 
(cameras, signal devices), direct. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Lever Bros. Co. (Lucky Whip), 
OB&M; Johnson & Johnson (Glade), B&B; 
General Electric Co. (G.E. floor polisher), 
Y&R; General Foods Corp. (Tang), Y&R; 
American Home Products, Inc. (Chef Boy- 
Ar-Dee spaghetti, Beef Aroni), Y&R; Bris- 
tol-Myers Co. (Old Holland beer shampoo) , 
Jerome O'Leary; American Machine & 
Foundry Co. (Pin Spotters), C&W; H. C. 
Morres Co. (Pream), B&B; Bristol-Myers 
Co. (Fortisun), Y&R; General Electric Co. 
(G.E. skillet), Y&R; Colonial Provision 
Co. (ham), Jerome O'Leary. 

In production: General Foods Corp. (Birds 
Eye baby food), B&B; Vick Chemical Co. 
(Lavoris), Morse International; Charles H. 
Phillips Co. (Instantine), Compton; Sterl- 
ing Drug Co. (Fizrin), Compton; General 
Foods Corp. (Tang), Y&R; Cott Bottling 
Co. (beverages), John C. Dowd; American 
Home Products, Inc. (Chef Boy-Ar-Dee 
spaghetti dinners), Y&R; Procter & Gam- 
ble Co. (Spic & Span), Y&R; Sun Oil Co. 
(Sunoco), Esty. 








A phonograph plays a poem: “Crucifixion” by 
Lawrence Ferlinghetti. Enter willowy girl. 
Supple, she dances to the words: He was a kind 
of carpenter from some square type place like 
Galilee ... who said the cat who really laid it on 
us all was his Dad... 

Bongo drums. A man stands. He sees himself as 
Christ. Raspy voiced: I was framed. Reading 
poetry in public without a permit is a crime. 
Maybe the lawyer Judas can swing it otherwise. 

A high trembling voice: No saint is sane who 
sings upon the cross. No saint is sane. 

Poets, artists, musicians ...one after another 
sings of man’s soul... his search for Beauty and 
Truth. 

Now a question from the Rev. Pierre Delattre. 
The jarring sounds fall into harmony as one 
explains: We Beat People differ in many things, 
but we are all sure who the enemy is. There are 
too few of us. Too many of them. So we leave. 

To the millions of San Franciscans tuned in to 
KPIX that afternoon, the grave words had a jolt- 


ing effect. In the past ten years they’ve seen their 
city become the heart of Beatdom, U.S.A. Now 
through KPIX — and in one of the most unusual 
and dynamic examples of religious programming 
yet conceived — they were face to face with their 
new neighbors. 

And so was the entire nation through Time 
magazine’s coverage of the KPIX show and Rev. 
Mr. Delattre. 

Result: at the very least, a greater knowledge 
of the Beat phenomenon and its implications, 
religious and moral. As a spokesman for the 
Council of Churches put it following the show, the 
program was indeed “indicative of a creative 
spirit.” Or, in the words of Rev. Paul K. Shelford, 
executive director of the Council: “Delattre’s 
willingness to understand these people and to help 
them be understood is a good thing.” 


KPIX SAN FRANCISCO 


Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve. 
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WHITHER THE ’60s? The violent 
ups and downs of the market in the 
first months of 1960 sent quivers of 





nervousness through the investment 
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community, which has been convinced 
that the 60s were to be a bright and 
promising era. For readers of this 
column the only important question 
is whether the future of the tv-elec- 
tronics industry is still promising 
enough to warrant continual invest- 
ments. 

The electronic industry had a total 
dollar volume of about $2.6 billion a 
decade ago. With the new decade it 
had a dollar volume of over $9 bil- 
lion, a growth average of 16 per cent 
annually. The question now confront- 
ing the investor is what sort of growth 
pattern can be expected for the 1960- 
70 period. The whole electronic in- 
dustry is so closely tied in with other 
national developments that it is diffi- 
cult, if not impossible, to draw a 
clear-cut, simple answer for the indus- 
try alone. The military defense pro- 
gram, the explorations of the space 
age, the advance of technology for 


Wall Street Report 





industry, all these factors form the 
base on which the electronic industry 
will continue its expansion. 

It’s predicted by some Wall Street 
analysts that in the next decade the 
electronics industry will double again 
in volume, and that by 1970 it will be 
an industry of over $20 billion an. 
nually. However it’s also expected 
that there will be some noticeable 
changes in the composition of the 
industry. 


SHIFTING PATTERNS. One of the 
most important factors in the indus- 
try’s growth has been the contribu- 
tions of the various research and de- 
velopment divisions of these electronic 
companies. Now, however, as compe- 
tition becomes stiffer it’s not unlikely 
that the research activities of many of 
the companies will be too big a drain 
on the resources of the weaker com- 

(Continued on page 118) 






The things that matter most to people ... matter to us. As they should to any 
responsible broadcaster. 

For only by searching out community problems and participating in their 
solutions can a broadcaster gain the community’s confidence — his key to good 
audience, good service to advertisers. 

Hence, the preceding examples of WBC programming. And the community 
responses described in those stories. Unsolicited recognition, enthusiastically 
given... received with a sense of fulfillment by the WBC stations... as were 
Sylvania Awards, Edison Awards, Freedom Foundation and other awards for 
public service programming last year. 


©o© WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO: WBZ+WBZA Boston, Springfield / KDKA Pittsburgh / KYW Cleveland / WOWO 
Fort Wayne /WIND Chicago /KEX Portland, Ore. Represented by AM Radio Sales Company 
TELEVISION: WBZ-TV Boston / WJZ-TV Baltimore / KDKA-TV Pittsburgh / KYW-TV 
Cleveland / KPIX San Francisco Represented by Television Advertising Representatives, Inc. 
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he problem of rotating the an- 

nouncements of various adver- 
tisers in participating programs is 
often a difficult one for stations to 
solve. In addition to competitive- 
product difficulties, situations must be 
considered in which an advertiser 
joins the program for a week or two 
while others are on for eight and 13 
weeks. How can schedules be adjusted 
so that all advertisers are guaranteed 
equal exposure? 

A statement recently issued to sta- 
tions by the media department of 
Compton Advertising, Inc., outlined 
that agency’s ideas on a “reasonable 
and realistic rotation system,” and 
what a workable system should pro- 
vide the participating sponsor. 

The agency expects for its clients 
identical advertising weight with 
other rotating sponsors, maximum 
message delivery possible in the short- 
est time—two weeks—and no “freez- 
ing” of any advertiser in any portion 
of a rotation program. 

These goals, Compton noted, are 
easily obtainable under a plan in 
which an advertiser is placed in one 
position one week and in the identical 
position, but at the opposite end of 
the program, the following week. 

By way of illustration, a typical 
program in the 11:15 p.m.-1 a.m. 
period was annotated, with the ratings 
on 12 successive commercials drop- 
ping from 12.0 for the first at 
11:15 p.m. through 10.4 for the sixth 
spot an hour later to 8.4 for the 1 a.m. 
announcement. The average rating 
for the 12 commercials was 10.2. 


TELEVISION AGE 


a review of 
current activity 
in national 
spot tv 


Compton then proposed that client 
A, who has the first commercial dur- 
ing week I, be given the last commer- 
cial during week II. Client B, with the 
fourth commercial during week I, 
gets the ninth (fourth from the bot- 
tom) spot during week II. Client A 
might next be given the second spot 
during week III and the 11th spot 
during week IV, etc. 

Under the system, each advertiser 
achieves an average rating of 10.2 
during any two-week period. “The 
position in which a sponsor is placed 
in any one week is unimportant,” says 
the Compton statement, “providing 
that in the following week he is placed 
so that the two weeks’ ratings aver- 
aged provide that advertiser with the 
show’s average rating.” 

One system in use to provide an 





Ralph Trieger, recently named media 
director at R. Jack Scott, Inc., Chi- 
cago, supervises buying for Boyer 
Laboratories’ H-A hair arranger and 
Commonwealth cleaning products, 
among others. 


REPORT 


average rating starts an advertiser at 
the end of a show and moves him up 
one position each week until he 
achieves the number-one spot. The 
agency believes such a system is poor 
in that, during the first four weeks of 
a 12-week climb, the advertiser has an 
average rating considerably lower 
than the program’s over-all average 
rating. Admittedly, during the last 
four weeks of the 12-week period, the 
advertiser’s rating will be higher than 
the average. Compton, however, be- 
lieves any advertiser would prefer the 
immediate equalization possible un- 
der its outlined plan. 

(Under the one-step-upward-week- 
ly plan, a situation could arise in 
which an advertiser cancels a schedule 
after the first few weeks because 
initial reaction is poor—due entirely 
to the lower ratings achieved by his 
messages. ) 


ALEMITE CORP. 

(MacFarland, Aveyard & Co., 
Chicago) 

Some scattered spot is being used 
wherever the budget permits in major 
areas where this auto additive has 
distribution to supplement buys on the 
Jack Paar and Today shows. Filmed 
minutes in nighttime slots are used. The 
spring-summer campaign began last month, 
with a similar and perhaps heavier fall 
program anticipated. Esther Andersen 

is the timebuyer. 


ATLANTIS SALES CO., 
R. T. French Co. 
(J. Walter Thompson Co., Inc., N. Y.) 


A “new, improved” FRENCH’S instant 

mashed potatoes begins a spot campaign the 

middle of the month, using about 30-40 top 
eeks. Mostly 


markets for six and seven w 
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HOW IS IT POSSIBLE 
FOR ONE STATION TO EARN 
79% OF LOCAL BUSINESS? 


it’s true in Des Moines, lowa, where KRNT-TV 
has had over 79% of the local business in 
this major 3-station market for 3 years! 


There is nothing so satisfying as doing busi- 
ness with people who know what they’re 
doing and where they’re going. Leading local 
and national advertisers have known for 
years that the “know-how, go-now”’ stations 
in Des Moines are KRNT Radio and KRNT-TV. 


They have confidence in the ability of our 
people to make their radio and television 
investments profitable. It seems clear that 
for these astute advertisers, there is nothing 
so satisfying as radio and television fare 
presented by good, honest, experienced air 
personalities who know what they’re doing. 


From surveys made several times a year for 
the last several years, it seems evident that 
the people of Central lowa like to listen to 
and view our stations. 


Latest F.C.C. figures show KRNT-TV handled 
over 80% of ALL the local television adver- 
tising placed in this. three-station market. 
The-year before, over 79%... and the year 
before that, over 80%. Our local RADIO 
business in a six-station market has always 
exceeded that of our nearest competitors by 
a country mile. 


We know for a fact that these figures are 
merely a reflection of our public acceptance 

. . our long-standing excellence in public 
service ... reliability that is vital in all selling! 
We believe this to be true: the ones that 
serve are the ones that sell in Des Moines. 


People believe in and depend upon these 
stations. Check the ratings, check The Katz 
Agency, check the cash registers. 


KRNT 
RADIO ana TV 


COWLES STATIONS REPRESENTED BY THE KATZ AGENCY, INC. 
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daytime minutes will be used, with some 
shorter placements in evening and night 
time slots. Mario Kircher is the timebuyer. 


BEST FOODS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


Having already set a major buy for NUCOA 
(March 7 Spot Report), this agency lined 
up much smaller schedules for 
HELLMANN’S mayonnaise to start this 
week and run in two- and three-week 

flights. Filmed minutes in daytime slots go 
into a few New England markets. Dorothy 
Medanic is the timebuyer. 


CARL BUDDIG & CO. 
(MacFarland, Aveyard & Co., 
Chicago) 

This meat company has previously confined 
its spot activity to the Chicago area, but 
reportedly is currently opening up several 
widely scattered major market areas. It 
has an eye toward national expansion. 
Cycles of 13 weeks are used in each area, 
with renewals dependent on results. 
Starting dates are individually set for each 
area. Theme of the commercials is good 
recipe ideas for BUDDIG chipped beef. 
Esther Andersen is the timebuyer. 


CALO PET FOOD CO. 
(Foote, Cone & Belding, Inc., S. F.) 


Particular emphasis on local effort in 
marketing areas in California and New 
England is planned for CALO dog and cat 
foods throughout 1960. Tv spot schedules 
using filmed minutes will alternate with 
radio placements. Account executive Bob 
Leefeldt and timebuyer Helen Stenson are 
the contacts. 


CAMPBELL SOUP CO. 
(Leo Burnett Co., Inc., Chicago) 


At the end of last month, the first spot 
campaign for Campbell’s new sauce line 
kicked off in Milwaukee, Seattle, St. Louis, 
Providence, Buffalo and Denver. Seven to 
10 daytime minutes per week are running. 
Another new item, CHICKEN & BEEF 
GRAVY, is also being seen in 17 markets at 
present, with the schedules to continue 
through late April. Between 10 and 40 
daytime minutes weekly are being used, 
depending on the market. Marge Flotran is 
the timebuyer. 


Bob Siiberberg, Benton & Bowles, 
Inc., New York, works as an assistant 
buyer on the Parliament cigarette ac- 
count of Philip Morris, Inc. 








The Buyer Talks About... . 


OVERCOMMERCIALIZATION 


“Overcommercialization” is a big, ungainly word which describes 
certain little, unmannerly practices engaged in by various stations at 
various times when they think no one is looking. If they keep it up they 
generally find that no one is viewing or buying time, either. 


Most people understand that, since advertisers pay for programs, they 
have a right to speak their piece. Viewers attend politely and often go 
out and buy the sponsors’ produets. This is the proper situation and one 
whose existence is verified by the number of advertisers who continue to 
spend their money in television. However, certain things can interrupt 
the pattern and even turn the viewer from the tv set to the refrigerator 
at commercial time. 


The fact is that there is a saturation point. The time comes when the 
viewer feels that he has been exposed to more commercials than he can be 
reasonably expected to attend to. The AAAA and the NAB have set 
certain standards which define the amount of time the public’s attention 
can be directed to sales messages. The public is sufficiently accustomed to 
these standards to be aware when they are exceeded. And to resent it. 


No advertiser wants his advertising message to engender resentment. 
And no advertiser wants his message buried in a string of up to five or 
six commercials in a row. However, the situation is complicated by the 
fact that availabilities in good slots in major markets are scarce and some 
agencies and advertisers will take a triple or quadruple spot. Stations 
cannot be judged too harshly for a practice that has the tacit approval 
of some media people. 


But there are other abuses besides triple spotting. Participating pro- 
grams, feature-film shows and the like are broken every five minutes, in 
some instances, with a commercial, and no attention is paid to where the 
break is inserted, or to the order and rotation of the spots. Performers 
ire cut off in mid-word, murder mysteries go black in mid-screen, and 
the viewing public takes out its resentment on the advertiser instead of 
on the station. 


Although advertisers are protected by contract from having their spots 
adjacent to those of a competitor, nothing but the careful planning of the 
station keeps incompatible products separated. A spot for a stomach 
remedy following one for ice cream will negate much of the selling 
power of the first commercial. The advertiser and agency can do nothing 
to prevent this type of situation, except to keep careless stations off their 
market lists. 


Commercials are a part of a station’s programming. They should be 
programmed. Stations that are run properly do break feature films at 
logical points in the action; they do not overload participating shows to 
the point of irritation, or put incompatible products back to back, or 
shave time off regularly sponsored programs in order to triple and 
quadruple spot. 


Spot television is a big pie: there are more ways than one to get a 
satisfying piece of it. Stations that overlook the ethical standards of the 
industry, irritate advertisers, buyers and viewers alike, and even ignore 
contractual responsibilities are living off of the meringue instead of the 
filling, and meringue consists largely of air, as we all know. 
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... all St. Louis becomes a campus with KTVI's 
“COMMUNITY CAMPUS” 
a complete four-year basic education program 


ducational television achieves new significance with 
MI'S video-taped “Community Campus”. A joint effort 
St. Louis University and KTV! provides a two- 
v8 sion session for St. Louis viewers each week. 
2 , Participating viewers earn a basic education certificate, 
2 Ca st. eis edb 
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CAPITAL AIRLINES, INC. 
(Kenyon & Eckhardt, Inc., N. Y.) 


Although Spot Report records show no 
steady activity from this airline in several 
years, the K&E account contact notes that 
it’s an infrequent user of spot in selected 
markets. Currently Capital is on the air in 
Minneapolis-St. Paul, New Orleans and 
Washington, D. C. It uses both programs 
and spot placements for its VIP service and 
other features. Future activity will continue 
on the past now-and-then basis. Lucy 
Kerwin is the timebuyer. 


CHUN KING FOODS 
(BBDO, Minneapolis) 


The middle of last month saw new 
schedules start for CHUN KING chow 
mein in 29 top markets. Another five are to 
be added April 11. Almost all of a 
$3-million budget is going into video in the 
drive, a switch from past various-media 
campaigns. Primarily filmed minutes are 
used, with the campaign to continue 
through this year and next. The total 
market list at present covers New York, 


Los Angeles, Chicago, Philadelphia, Detroit, 


Boston, Hartford, Providence, San Fran- 
cisco, Sacramento, Washington, Baltimore, 


St. Louis, Cleveland, Minneapolis-St. Paul, 


Milwaukee, Miami, Dallas-Ft. Worth, 
Seattle, Cincinnati, Denver, Portland 


(Ore.), Tampa-St. Petersburg, Indianapolis, 


Columbus, Phoenix, Jacksonville, 
Oklahoma City, Tulsa, Syracuse, Salt Lake 
City, Grand Rapids-Kalamazoo, Wichita 
and Spokane, with others under 


consideration. Hale Byers is the timebuyer. 


CHURCH & DWIGHT CO.., 
INC. 

(Brooke, Smith, French & Dorrance, 
Inc., N. Y.) 


For a new three-pound large box of ARM & 
HAMMER sal soda, this company is 
running introductory schedules in 
Milwaukee, Chicago, Pittsburgh, Akron, 
Canton, Cleveland and Youngstown, with 
the placements of daytime minutes and a 
few ID’s starting the first of next month. In 
mid-April, 16 markets will have schedules 
on either the new package or the usual 
one-pound box. The drive will run about 
eight weeks in each market, depending on 
weather conditions and package plans. 
Media director Bob Woodward is the 
contact. 


COLGATE-PALMOLIVE CO. 
(Ted Bates & Co., Inc., N. Y.) 


Adding to the schedules noted here Jan. 11, 
FAB was reported setting long-term 
placements of daytime and night minutes to 
begin this month in new markets. Russ 
Barry is the timebuyer. 


COLGATE-PALMOLIVE CO. 
(McCann-Erickson, Inc., N. Y.) 
About 30 selected markets across the 
country get schedules this month for 
SPREE, the new detergent soap that 
previously had most of its spot activity 
confined to test areas. Nighttime minutes 
will run for 52 weeks. Nick Imbernone is 
the timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


CONOCO gas uses scattered news-weather- 


sports shows as supplement to its 
syndicated-film buys in its market area— 
Ohio to the Rockies (with Washington and 
Oregon included) —and has settled on a 
new program to replace W hirlybirds, which 
it’s used for three years. The new half-hour 
series is called The Blue Angels and is 
about a Navy stunt-flying team. About 60 
markets (the same used in the past for 
Whirlybirds) will get the new show in 
mid-September on alternate-week sponsor- 
ship. Al Yoblon is the timebuyer. 


CORN PRODUCTS CO. 
(Lennen & Newell, Inc., N. Y.) 


In addition to the activity noted here last 
issue for NIAGARA starch, KARO syrup - 
reportedly enters a few markets early this 
month for about six weeks of day and night 
minutes. Bob Kutsche is the buyer on both 
products. 


CRACKERJACK CO. 


(Leo Burnett Co., Inc., Chicago) 

For its popcorn-and-nuts product, this firm 
kicks off its largest spot campaign to date 
on April 14. About 40 top markets will get 
three weeks of filmed minutes in kid shows 
for a special promotion. The market list is 
double that used by CRACKERJ ACK in 
the schedules noted here Jan. 11. Eloise 
Beatty is the timebuyer. 


DCA FOOD INDUSTRIES, INC. 


(Ted Bates & Co., Inc., N. Y.) 

For the MINUTE MAID ORANGE BAR 
brought out by this processor last fall and 
tested in California (see Spot Report Oct. 
5), television spot will continue to be a 
primary medium as the product goes 
national within the next month. About 75 
per cent of the effort will be aimed at kids 
through filmed and live minutes in juvenile 
programs, while the balance of the 
campaign will pinpoint mothers and fathers 





EVELYN VANDERPLOEG, tv-radio 
timebuyer at Arthur Meyerhoff, Chi- 
cago, was killed in the recent Chicago- 
to-Miami plane crash. 

JEAN COURY is replacing MIL- 
TON LOEB as media director at 
Shaller-Rubin, New York. Mr. Loeb is 
now in marketing. 

DICK TREA, timebuyer at Kenyon 
& Eckhardt, New York, has moved to 
the agency's Chicago office. LOU 
KENNEDY will pick up the accounts 
formerly handled by Mr. Trea. 

MARILYN LEES has been appoint- 
ed to the newly created post of broad- 
cast director at Botsford, Constantine 
& Gardner, Portland, Ore. Her respon- 
sibilities include creative planning, 





MISS LEES 


broadcast production and timebuying. 
The new position was created follow- 
ing the recent retirement of FRANKIE 
COYKENDALL. Miss Coykendall 
served as media director for 36 years. 

GEORGE KLEITZ, formerly of 
Needham, Louis & Brorby, Chicago, 
has been appointed media director of 
Cunningham & Walsh, that city. 

WILLIAM THOMAS has been ap- 
pointed media director of tv and radio 
at the New York office of Tatham- 
Laird. 

KENNEDY GAMMAGE has been 
promoted from timebuyer to account 
executive for tv-radio on Coca Cola at 
McCann-Erickson, New York. 





Personals 


INEZ AIMEE has been promoted to 
chief timebuyer at Norman, Craig & 
Kummel, New York. 





MR. HOOD 


ROBERT HOOD, ROBERT 
THOMPSON and JOHN WENGER 
have been named associate media 
directors at Campbell-Mithun, Minne- 
apolis. 





MR. THOMPSON 


MARIE FITZPATRICK, a media 
buyer who has been associated with 
Young & Rubicam, New York, for 
eight years, has been transferred to the 
agency’s Chicago office. TONY EGAN 
will take over on Beechnut and San- 
forized Div. of Cluett, Peabody, the 
accounts previously handled by Miss 
Fitzpatrick. 
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OF EVERY, 





PROJECT: 


While serving a single station market, 
WTHI-TV fulfills its public service 
responsibilities in a way that has gained for 
it the appreciation and support of its 

entire viewing area...a circumstance that 
must be reflected in audience response 

to advertising carried. 














+ Five full % hours 
of local public serv- 
ice programming 


=" WIHLTV 


CHANNEL 10 - CBS-ABC 


TERRE HAUTE 
INDIANA 
Represented Nationally by Bolling Co. 





eS? 
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through minutes and 20’s. Summertime 
schedules for the frozen confection will be 
placed market by market as distribution 
grows. Stu Hinkle is the timebuyer. 


FRADELIS FROZEN FOODS 
CORP. 
(Beckman Koblitz, Inc., Los Angeles) 


This company which makes frozen dinners 
and other products just appointed this 
agency to its account and planned a 
three-month campaign at the end of March. 
Tv spot is being used along with other 





Rep Report 
Ronald C. Davis joined the Los Angeles 
office of the Katz Agency, Inc., having pre- 
viously served as an account executive with 





MR. DAVIS 


J. Walter Thompson and as a salesman with 
Procter & Gamble. 

In two additions to its New York staff, 
the Branham Co. added Joseph P. Alley, 
formerly with the Weed Co., as an account 
executive, and Leif Line, formerly with 
Montgomery Ward, as a member of the 
promotion-research department. 

William J. Reilly returned to Weed Tv 
Corp. in Chicago as sales manager, having 
served the firm for 11 years before joining 
Adam Young and later opening his own 
company. 

Two new members of the New York tv 
sales department of Peters, Griffin, Wood- 
ward, Inc., are John M. Brigham and An- 
drew B. Powell. Mr. Brigham was formerly 





Se: 


MR. POWELL MR. BRIGHAM 


an account executive with WHCT-Tv Hart- 
ford and wcss-tv New York. He also has 
sold for wnta-tv New York and Edward 
Petry Co. Mr. Powell was in broadcast pro- 
duction at J. Walter Thompson before join- 
ing PGW in 1958 and heading the repre- 
sentative’s San Francisco office. 









media, with the southern California area 
running a supermarket-customer contest. 
Other California major markets are to get 
the contest promotion throughout spring. 
Account executive Steve Gardner and 
timebuyer Sandra Dare are the contacts. 


GAFFER & SATTLER 
(The McCarty Co., S. F.) . 


A heavy spot campaign for this company’s 
line of heating and air-conditioning 
equipment, water heaters, stoves, etc., is 
planned for all markets in northern 
California. More than 400 spots will run. 
Account executive William H. Geisler is the 
contact. 


GENERAL ELECTRIC CO. 
(direct, local dealers) 


Last year at this time GE set schedules in 
15-20 southern and western markets on its 
air-conditioners. The word for 1960, 
however, is that any tv activity will be 
placed through the local distributors in 
each territory. No new films have been 
prepared for their use, but an agency 
spokesman noted that last year’s minute 
commercials are still usable. Most slottings 
would be near weather programs. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


As distribution expands, GRAVY TRAIN 
dog food is adding scattered markets. 
Minutes and 20’s begin next week in a 
fair-sized group of larger areas, with the 
placements to run about eight weeks. 
Another product, BIRDSEYE BABY 
FOOD, continues testing in Watertown, 
N. Y., according to a company spokesman. 
Future activity will depend on the results of 
the test which has been on for nearly a 
year, with filmed minutes being cut in on 
GF network programs. Dick Gershon 
handles the baby food; Jordan Schreiber 
is the dog-food buyer. 


GILLETTE SAFETY RAZOR 
co. 

(Maxon, Inc., N. Y.) 

While Gillette is primarily a network user 
and will remain so, early this month seven 
western markets get introductory campaigns 


on its new RIGHT GUARD men’s 


deodorant. Filmed minutes in male-audience 


time slots will run for four weeks. Market 
area is limited due to distribution at 
present, with other markets to get schedules 
as the product expands across the country. 
Ray Stone is the buying contact. 


M. K. GOETZ BREWING CO. 
(John W. Shaw Adv., Chicago) 


New campaigns for GOETZ beer and 
COUNTRY CLUB malt liquor start this 
week in selected markets in the brands’ 
territories—mostly midwestern, west coast 
and southern. Six to 13 weeks of minutes 
and 20’s will run, depending on the market. 
Isobel McCauley and Marilyn McDermott 
are the timebuyers. 


GULF OIL Co. 
(Young & Rubicam, Inc., N. Y.) 


Although it’s run spring campaigns in 
the past few years with an early-April 
starting date, GULF is holding off a few 
months—and thus avoids a major 
competitive battle with Texaco, Mobilgas, 
Flying A and others getting schedules 
under way currently. Look for a four- 
week drive in late May or June in the 
company’s usual 50-plus markets. John 
Warner and Alan Ward are the time- 
buyers. 
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Lawrence H. Rogers II, vice president 
in charge of radio and tv operations 
for the Taft Broadcasting Co., is 
shown delivering his first editorial for 
the stations. Mr. Rogers joined Taft 
March. He 


was formerly president of the corpora- 


Broadcasting early in 


tion operating WSAz-1v Huntington- 
Charleston, a station which he put on 
the air in 1948 and had managed 
since that time. He is widely known 
throughout the West Virginia-Ken- 
tucky-Ohio area for the editorials 
which he telecast from wsaz-tv each 
Sunday evening and which articulated 
the station’s views on matters of local, 
national and world concern. The 
editorial series for the Taft stations in 
Cincinnati, Birmingham, Columbus, 
Knoxville and Lexington will be 
written and delivered by Mr. Rogers. 











TATION NETWORK 
. and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 

KROC-TV, Rochester, Minn. 

KSBW-TV, Salinas, Calif. 

WIMA-TV, Lima, Ohio 

WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 
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L. S. HEATH & SONS, INC. 


(Biddle Adv. Co., Bloomington) 


This firm has been testing its HEATH 
ICE CREAM bars in Green Bay, Charleston 
and several other selected markets, using 
mainly minutes in live-personality women’s 
programs between 8:30 a.m. and noon. 
Test results were encouraging to the point 
that plans are laid to expand into at 
least several major markets by the start of 
summer, with participations to continue 
through the warm weather. Shirley 
Sunwall is the timebuyer. 














THE 
LAUREL 


AND 
HARDY 
SHOW 
Gets Top Ratings On 


WHEN-TV, Syracuse 


Wire or phone 
Art Kerman 


today for Z 
availability 
in your market, \ 


GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 " 


WCAU-TV’s ‘View’ 


The first edition of a four- 
page monthly newspaper pub- 
lished by the Information Serv- 
ices Department of WCAU-TV 
was mailed last month by the 
CBS o&o station in Philadelphia 
to some 5,000 city, county, state 
and Government officials, serv- 
ice clubs, school superintendents 
and principals and PTA groups 
in the station’s coverage area. 
The publication, called View, 
was released to coincide with 
WCAU-TV’s first hour-long docu- 
mentary, The Sex Offender, 
telecast at 10 p.m. on March 24. 

View is a public-service un- 
dertaking, and the station feels 
it will provide the only means 
through which to tell of its pub- 
lic-service activities. 




















KAYSER-ROTH HOSIERY 
CORP. 
(Daniel & Charles, Inc., N. Y.) 


In pre-Easter and pre-Mother’s Day 
campaigns, MOJUD hosiery will hit 
selected markets with one- and two-week 
placements of minutes. Daytime spots, up to 
a dozen per week, will run in the few areas 
chosen. Isabelle Stannard is the timebuyer. 


KRAFT FOODS 


(J. Walter Thompson Co., Inc., 
Chicago) 

Daytime minutes for MIRACLE WHIP 
margarine are planned to start next month 
in primarily southeastern markets. The 
campaign will continue 13-26 weeks, with 
other areas added if results are good and 
distribution is expanded. Requests for 
availabilities won't be made until later this 
month, according to reports. Tv spot will be 
used in conjunction with other media for 
the introduction. Ron Stack is the 
timebuyer. 





TV’s most exciting new star 


ads ee 


ee 


Call, Write or wire 


"QT, HOS He Private eve” 


Says; “Welcome eee 
WABI" 


M & A ALEXANDER PRODUCTIONS, INC. 


Hollywood 


6040 Sunset Boulevard, HO!llywood 4-3414 


New York City 
* Larry Stern, 141 East 55th Street, Plaza 5-5266 
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Agency Activity 
At BBDO, New York, a reorganization of 
the media-analysis department was recently 
completed to place analytical and related 
operations within the media department 
itself. In the revised operation, the tv-radio 
research department was transferred from 
research to media and merged with the 
existing analysis division. Over-all director 
of tv-radio and print analysis is Ed Papa- 
zian. Under him is a tv coverage-and- 
station-analysis section supervised by Lee 
O’Brien, rating and broadcast-media analy- 

sis and the print-analysis section. 
Lawrence B. Marks, formerly with 
wnta-Tv Newark, joined Dunay, Hirsch & 


MR. MARKS 


Lewis, Inc., New York, as tv-radio director 
and vice president in charge of creative 
writing. 

Edward J. Peguillan joined Benton & 
Bowles, Inc., New York, as an account 
executive, previously having been in charge 
of broadcast at the Borden Co. and in the 
media department of Donahue & Coe, Inc. 

Moving his headquarters from Chicago 
to New York, William J. MclIlvain will con- 
tinue to serve as vice president in charge 
of the program department of Leo Burnett. 

Royal Alcott, a member of the tv-radio 
production department of Wade Adv., Inc., 
recently transferred from the Los Angeles 


MR. ALCOTT 


office to the agency’s Chicago commercial- 
film department. Replacing him in L.A. is 
Larry Bettis, formerly with Potts-Woodbury, 
Inc., Tulsa. 

Jack Medina, who has been with Foster 
& Kleiser Co., San Francisco and Sacra- 
mento, as an account executive, joined the 
sales staff of Kxtv Sacramento. 





TaRP ROB Soe om 


wm & 


Profile . 


od | seems as if there are spot rate 
increases in the major markets 
practically every six months,” com- 
ments Joe Hudack, broadcast media 
supervisor at Warwick & Legler, New 
York. 

“A lot of these increases are based 
on supply and demand, not on addi- 
tional circulation—and are too high 
for what they can deliver. Penetra- 
tion has reached a saturation point. 
In many cases, ratings have dropped 
from what was originally anticipated. 

“Accounts usually lay out their 
budgets on a yearly basis and media 
people try to plan and allow for in- 
crease. But when unanticipated in- 
creases descend suddenly, you're 
either going to trim the total number 
of weeks you were planning to run 
or thin down the spots, both of which 
dilute your impact. 

“When the television networks find 


JOE HUDACK 


they’re delivering, less circulation, 
they re-examine their rate structure 
and adjust their rates downward. 
Thus their medium retains its ex- 
pected efficiency. 

“When a national effort is in prog- 
ress, therefore, I check the total spot 
schedule against network. If there 
appear to be justifiable reasons for 





increases, such as change in affilia- 
tion or improved facilities, then spot 
remains an efficient buy. But if there 
seems to be an unrealistic automatic 
increase, | may divert the money to 
network.” 


Born in the hard-coal region of 
Pennsylvania, Mr. Hudack started 
working when he was 11. During his 
early career he worked in a barber 
shop, was a construction worker, a 
department-store buyer and a Gov- 
ernment auditor. He learned broad- 
casting from the bottom up when he 
joined ABC at the time that it was 
still the Blue Network. In 1950 he 
came to Warwick & Legler. In his 
present position he supervises time- 
buying operations, his active broad- 
Revlon, 


cast accounts including 


Mennen and Ex Lax. 

He and his wife Catherine live in 
Hartsdale, N. Y., and in his leisure 
he admits that he is a “real golf bug.” 





WRGB IS TOPS 





Ate WRGB... the top TV buy delivers this top market. 











“ae a 
+ 
' 


; 4 WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 
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Where Can You Make Such An 
“Expanding MARKET" 


BONANZA BUY? 


KMSO.TV, Serving All Of 
WESTERN MONTANA 


is BIG in Coverage 
BIG in Programming 


BIG in Viewership 
9 out of every 10 TV Homes 


in the Far-Western Montana Market view 
only KMSO.-TV, the 191,000 watt station with 
the best lineup of programs in Montana. 


1,000 x 58—58,000 TV HOMES 
in 13 counties are delivered by KMSO-TV, at 
a low cost/thousand of just $1.00. 


NOT JUST 1 BUT 6 CITIES 


enjoy KMSO-TV's top programs of 


18 COMMUNITY BOOSTERS 


have been installed in Butte, Anaconda, 
Deer Lodge, Kalispell, and many other com- 
munities to rebroadcast KMSO-TV programs. 





KMSO-TV 











LEVER BROS. CO. 
(Foote, Cone & Belding, Inc., N. Y.) 
AIRWICK started a major spring campaign 
late last month in about 22 markets, setting 
mostly daytime minutes to run six to eight 
weeks. Bill Croke is the timebuyer. 


LEVER BROS. CO. 

(Kenyon & Eckhardt, Inc., N. Y.) 

\ new and improved SPRY shortening has 
been christened Light Spry and will be 
introduced in a limited-area list of markets 
near the end of the month, with mostly 
nighttime minutes running through the 
summer in light frequencies, Frank Hajek 
is the timebuyer. 


McCULLOCH MOTORS CORP. 
(Fuller & Smith & Ross, Inc., L. A.) 
For its chain saws, this firm is using some 
six-week campaigns in selected western 
markets with heavy lumber activity in 
Washington, Oregon and Northern 
California. Light frequencies of minute 
spots in newscasts and sports. 


Agency Changes 


A multi-million-dollar billing switch took 
place when the Chrysler Corp. moved its 
Dodge car and truck advertising from Grant 
Adv., Inc., and Ross Roy, Inc., respectively 
to BBDO. The DeSoto and 
Valiant accounts were then moved from 
BBDO to N. W. Ayer & Son, which handles 
Plymouth. standpoint, 
Grant lost $14-17 million on the Dodge car 


company’s 


From the billing 









with a properly conceived, 






strategically placed Service-Ad 







selling by helping people buy 
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Gov. David L. Lawrence (l.) of Penn. 
sylvania has cited Clair R. Me. 
Collough (r.), 1960 winner of the 
NAB Award for Distinguished Serv. 
ice and president and general man- 
ager of the Steinman Stations, “for 
the honor you have brought to your 
native state.” Governor Lawrence 
commended Mr. McCollough for the 
“contributions to the American sys- 
tem of broadcasting for which you 
will be cited April 4, and through 
which you have also added greatly to 
the stature of Pennsylvania.” 





business and will probably lose another $3 
million if the Dodge dealer groups follow 
the national account. Ross Roy lost about 
$4 million on the truck business. BBDO 
gained $12 million, and Ayer added more 
than $10 million. 

About $1 million in billings for Pharma- 
Craft Co.’s Coldene (which has been con- 
sidering agencies since the recent announce 
ment to move from J. Walter Thompson) 
ended up at Papert, Koenig, Lois, Inc., an 
agency only a few months old. A new prod- 
uct for testing was also placed at the young 
firm. 






Grey Ady. Agency, Inc., which handles 








Amitone, a drug product produced by one 
Schenley Industries division, was awarded 
the Tintex account of the Park & Tilford 
division. Initial billings should be about 
$% million, with Mogul Williams & Saylor 
having had the account previously. 











Ekco Products Co., previously at Dancer 
Fitzgerald-Sample, Inc., Chicago, moved its 







corporate and housewares advertising to the 
Windy City office of Doyle Dane Bernbach, 
Inc. The housewares budget is about $15 








million. 






Among other appointments were Flexees, 
Inc., to Sam Chernow Adv.; Stri-Dex, a new 
skin preparation made by Lehn & Fink 
Corp., to Geyer, Morey, Madden & Ballard; § 
a new laundry detergent—Gain—marketed 
by Procter & Gamble to Dancer-Fitzgerald- 
Sample, and Anheuser-Busch’s Regal beet 
and ale to J. M. Mathes. 
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program adjacencies started early this 
month. Media director Earl Timmons is the 
contact. 





MIDAS MUFFLER CO. 
(Edward H. Weiss, Inc., Chicago) 


To supplement its network activity, Midas 
completed a spot buy at the end of last 
month in about 20 scattered and mostly 
minor markets. Schedules of several spots 
per week will run for eight weeks. Don 
Coleman is the timebuyer. 


MINUTE MAID CORP. 
(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


About 70 top cities will start schedules late 
this month for HI-C orange juice, with the 





enn- campaign running through August. Filmed 
minutes in primarily daytime spots will run 
Me. on frequencies ranging from 10 in larger 
the 
serv: 
nan- Magazines Off 
“ 
or J 
Re The Gallagher Report, a confi- 
oni dential letter to advertising and 


a publishing executives, has needled 
its subscribers with the informa- 





sys . , ‘ 
yes tion that magazines are losing 
ough the battle with television. In 1959 
Ly te tv got 13.7 per cent of the na- 
: tion’s total ad expenditures; 
magazines got only 7.8 per cent. 

— The Report further predicts that 
her $3 in 1960 television will net 15 per 
follow cent of the ad dollar, while maga- 
about zines will be lucky to retain their 
_— 1959 share. 
more 


Why is this? Well, editor Ber- 
= nard P. Gallagher takes a close 
look at the two industry associa- 





At Kenyon & Eckhardt, Inc., New 
York, Lou Kennedy has been named 
a media supervisor, working on such 
accounts as Nabisco, Pepsi-Cola and 
Brylcreem. ; 


markets to three per week in smaller ones. 
While the product has used tv in the past 
in a limited way, this is its first major spot 
effort—following the move of the account to 
D-F-S last suramer. Glenn Wilmoth is 

the timebuyer. 


NATIONWIDE INSURANCE CO. 
(Ben Sackheim Co., N. Y.) 


Originally planned for last fall, 
NATIONWIDE is now working on a 
mid-summer spot campaign involving 
newscasts and/or program buys in about 20 


sign off! 


yes. uo.” 
in DENVER 


KBTV.2.O 


*K, out of the top 10 programs are on KBTV! 
Greatest share of audience from’3 P.M. to 


markets chosen from the top 50. Exactly 
what will be bought is not yet decided. The 
schedules would run 20-26 weeks, with 
market additions to be made if initial 
results are satisfactory. Dick Goldsmith is 
the timebuyer. 


OTOE FOOD PRODUCTS CO. 
(Compton Adv., Inc., Chicago) 
For its MORTON HOUSE foods, this 


company starts new schedules next week in 
seven new western and midwestern markets. 
Minutes and ID’s will introduce the 
products for about 12 weeks. About 20 of 
Otoe’s usual markets will begin day and 
night minutes later this month, six to 15 
spots per week running on oven-baked 
beans and meats. Media buyer Cecilia 
Odziomek is the contact. 


PABST BREWING CO. 
(Kenyon & Eckhardt, Inc., Chicago) 


Beginning at issue date, PABST “original 
brew” beer starts new schedules of 26-39 
weeks of prime-time minutes, 20’s and ID’s. 
The market list could be expanded to 
nearly 100 areas during the coming 
maximum-sales summer period. The 
placements are in addition to Pabst’s 
normal 52-week schedules in top markets. 
Media buyer Bob Penninger is the contact. 

















PFAFF AMERICAN SALES 
CORP. 
(Don Kemper Co., Inc., N. Y.) 


For its PFAFF sewing machines, this firm 
reportedly is looking into a possible spot 


n con 
ounce: tions for one of the reasons. The 
upson) Television Bureau of Advertis- 
7 ing, he says, “can make the cash 
y prod: A o. ” 
youl registers jingle.” Whereas the 
Magazine Publishers Association 
anda has been unable “to provide the 
by one kind of hard-selling efforts to 
warded woo advertisers that distinguish 
Tilford the efforts of TvB.” 
a Another difficulty is magazine 
Saylor y is magazin 
research which is often “super- 
Dancer cilious guff . . . which simply 
ved its proves that if you put up the 
g to the money you can get someone to 
~— make a survey about something 
_ which shows you are better than 
Flexees your competitor.” 
c, a new One recent survey, however, 
& Fink proves something that no maga- 
Ballard; zine publisher wants to believe: 
a some 40 million Americans never 
a ba read a magazine. 











Greatest number 6f homes reached from 
3 P.M. to sign off! 
The figures are ins. and they conclusively prove that 


for the s@cond straight-rating period . . . Channel 9 is 
the top Station with Denver TV viewers. 


Great ABC-Television network shows, powerful local 
programs combine with KBTV's “perpetual promotion" 
to place Channel 9 in this ber one positi 

HOW CAN YOU COVER THE DENVER MARKET 
WITHOUT KBTV? — 





4 . = 
y SEAL 


* Nielsen Station Index For Denver 










. Se | oF Gooo t 
es : Sate February 1960 \ PRAC TICE " 
: THE FAMILY Denver, Colorado 
: JOHN C. “ULLINS, 
a KB i y STATION / CHANNEL President 
. JOE HEROLD 

Call your P G W Colonel Station Manager 
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MOHAWK 


GOLDEN 





NEW YORK 


UTICA-ROME ® SYRACUSE 
BINGHAMTON @ ROCHESTER 


ELMIRA-CORNING ® BUFFALO 


«+. and from Detroit and Erie, Pa., through 
< Upstate New York to New England and Boston! > 


NO’! 


In New York 
MOHAWK 
serves 
IDLEWILD, 
WESTCHESTER 
co. and 
NEWARK 
airports! 










For 
< information and reservations: 


IN NEW YORK CITY 
LO 3-7373 


IN WESTCHESTER CO. 
White Plains 8-5555 


IN NEW JERSEY 
Newark MA 4-9588 


OR YOUR TRAVEL AGENT 
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campaign next September. About 100 top 
markets would be used on a market-by- 
market basis where the company has 
distribution. Plans are in the formulative 


stages, but a test will be made this summer. 


Media director Susan Halberg is the 
contact. 


PROCTER & GAMBLE CO. 


(Benton & Bowles, Inc., N. Y.) 

As it did last year about this time, ZEST 
just got schedules under way in a large 
number of top markets, with mostly night 
minutes set to run through the remainder 








New Ventures 


The formation of two new con- 
cerns in the merchandising field 
was recently announced by Ed- 
ward Tabibian, formerly mer- 
chandising manager for house- 
hold products at the Colgate- 
Palmolive Co., and A. Victor 
Ludington Jr., formerly sales 
manager of WLYH-TV Lebanon, 
Pa. 

Mr. Tabibian’s firm (Ed Tabi- 
bian & Associates) will provide 
merchandising consultation on 
an annual retainer basis or on a 
short-term basis to achieve spe- 
cific campaign objectives for 
companies both here and abroad. 
The company will have offices in 
New York, Paris and Vivey, 
Switzerland. 

Calling his service organiza- 
tion “Sellavision,” Mr. Luding- 
ton intends to provide sales ma- 





MR. LUDINGTON 


terial for medium- and small- 
market tv stations throughout the 
country. Headquarters are in 
Harrisburg, Pa.—chosen because 
its size provides similar advertis- 
ers and competitive situations as 
those found in other potential 


Sellavision markets. 











of the P&G contract year. Merrill Grant is 
the buying contact. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 


First reported in test markets here last 
May 4, P&G’s “ice-blue” SECRET 
deodorant is now in national distribution 
and using spot schedules in top markets all] 
across the country. Nighttime minutes in 
fairly strong frequencies are used. Media 
supervisor Gus Pfleger is the contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 


In addition to the light activity noted in 
Tele-Scope last issue for DUZ in 
southeastern markets, the same areas are 
reported getting additional schedules for 
DUNCAN HINES mixes. Frequencies are 
light for the food items, while the product 
that does everything will run about 15 spots 
per week. Both use minutes. Doug 
McMullen buys for Duncan Hines; Len 
Ziegel buys for Duz. 


ROLLEY CO. 
(Foote, Cone & Belding, Inc., S. F.) 


A report that TANFASTIC sun-tan lotion 
would use spot this summer was received, 
but the activity might be predominantly 
radio. A teen-age audience is aimed for, 
with schedules starting early in the warm 
weather and continuing for about eight 
weeks. Byron Mayo is the account contact. 


SOCONY MOBIL OIL CO. 
(Compton Adv., Inc., N. Y.) 


Following up the 50-market campaign 











FIRST U. S. Television 
Station To Get MORE 
Evening Audience Than 
RADIO... A Milestone 
In Industry History. 
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CLEVELAND 
3-Station Report 


(four-week ratings) 
TOP SYNDICATED FILMS 
. U. S. Marshal (NTA) wews Fri. 10:30 ..25.5 
. Superman (Flamingo) Kyw-Tv Mon. 7 ....20.6 
. Tombstone Territory (Ziv-UA) 










WIW-TU The. 0:30 cn cccccccccccccccce 20.5 
. Three Stooges (Screen Gems) 
wwe M-F Si80 .nccccccccsccccccsecce 20.1 
Mike Hammer (MCA) wews Tue. 10:30 ..20.1 
Highway Patrol* (Ziv-UA) wsw-Tv Tue. 8 .18.4 
Four Just Men* (ITC) Kyw-tTv Sat. 10:30 .18.4 
Quick Draw McGraw (Screen Gems) 
Brw-Tv Tue. & ...ccccccccceccccces e+ 18.3 
Huckleberry Hound (Screen Gems) 
Brw-Tv Tho. § ..ccccccccscccccccseces 18.3 
Flight (CNP) wews Sun. 10:30 oocektee 
Sea Hunt (Ziv-UA) wsw-tTv Tue. 8 ...... 17.5 
Death Valley Days (U. 8. Borax) 
waw-Tv Gat. FT .nccccccccvccnesscccsess 17.1 
Cannonball (ITC) Kyw-Tv Wed. 10:30 ....16.3 
. lock-up (Ziy-UA) Kyw-tTv Sun. 10:30 ....16.1 
. Popeye (UAA) Kyw-Tv M, W, F 5 ......15.8 
TOP FEATURE FILMS 
Masterpiece Theatre wyw-Tv Sun. 6 ...... 17.9 
Nit2 Movie* wsw-tTv Sat. 11:15-1:15 a.m, .16.4 
Nite Movie* wsw-Tv Fri. 11:30-2 a.m. ...11.5 
Best of Hollywood Kyw-Tv Sat. 11:15-1 a.m. 10.8 
Big Show wsw-Tv Fri. 5:30-7 ........0++ 10.3 
TOP NETWORK SHOWS 
TT Sunset Strip wews 4 
Wagon Train KYw-TV 8 
The Untouchables WEWS ....... 9 
Cheyenne WBWS ...seceeeceecs 1 
The Real McCoys WEWB ......+++eeeeee% .0 
Maverick WEWS ......6+-eeee55 9 
Adventures in Paradise wews 5 
The Rebel WEWS .....-.ee-eeeeeeee 2 
. The Rifleman wWews .... 1 
Lawman WPWS ...-.e+seeeeeeeeees 1 
KANSAS CITY 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Huckleberry Hound (Screen Gems) 
KMBO-TV Thu. 6 ....cccccccccecceccses 31.9 
Mike Hammer (MCA) KCMO-TV Sat. 9:30 ..31.8 
Sea Hunt (Ziv-UA) wpar-Tv Thu. 6:30 ...29.0 
Quick Draw McGraw (Screen Gems) 
KEMBO-TV Wed. 6 ....cccceeeceeesserece 27.9 
Superman (Flamingo) KMBO-TV Mon. 6 ....23.5 
Annie Oakley (CBS) KMBo-Tv Fri. 6 ...... 20.6 
Lock-up (Ziv-UA) wpar-tTv Wed. 9:30 ...20.3 
Death Valley Days (U. S. Borax) 
KOMO-TV Bri. 10 .....ccccccscccccceces 19.5 
Bold Venture* (Ziv-UA) 
WDAP-TV Thu. 9:30 ......cceecccccccees 18.9 
Whirlybirds (CBS) komo-Tv Sun. 10 ..... 18.2 
. Coronado 9 (MCA) wpaF-Tv Tue. 9:30 ....16.1 
. Jeff's Collie (ITC) wpar-Tv Sat. 5:30 ....14.6 
. Space Ranger (Official) KmMBO-TV Tue. 6 ..14.0 


Divorce Court* (KTTV) 
WDAF-TV Sat. 10:15 2... -ceecceccceces 13. 
Shotgun Slade (MCA) KcmMo-Tv Wed. 10 ..12.4 


TOP FEATURE FILMS 


oa 


. Million Dollar Movie KCMO-TV 
Get. 10-13:26 a.m. ccccccccccccccccscce 19.1 
. Gold Award Theatre KOMO-TV 
Fri. 10330-12245 a.m. ....ccccccccrcvecs 14.3 
- Million Dollar Movie* Komo-TV 
Bam. 13390-3545 2 nccsccccccccccsecess 12.8 
. Gold Award Theatre kKomo-Tv Sat. 1-3:30 ..12.3 
Shock Theatre KMBO-TV Sat. 9:30-11 ..... 9.6 
TOP NETWORK SHOWS 
+ Gunsmoke KOMO-TV ........ccceeeeccees 43.5 
Wagon Train WDAF-TV .........+.+- «2037.6 
NE HMMIPSY. Sc cen ctnpsssciccsccscs 35.6 
Red Skelton KOMO-TV ..........-.ee000% 35.3 
The Real McCoys KMBO-TV ..............34.9 
. TT Sunset Strip EMBO-TV ............02. 32.0 
BR MDG onc cccccecacsocessdsy 31.4 
. Cheyenne KMBO-TV ..........-..+-- ~oceShl 
Mralo Ford WDAP-TV .....500. 0025s ssccee 31.1 
Father Knows Best KOMO-TV ...........-+ 30.7 





“Indicates programming changes during four-week 


period. Ratings for one-week are given. 
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ARB City-by-City Ratings January-February 1960 


HOUSTON 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Rescue 8 (Screen Gems) KPRO-TV Thu. 9:30 .28.1 
. Whirlybirds (CBS) kpro-Tv Sat. 6 ...... 





Huckleberry Hound (Screen Gems) 


MORSE ‘The. BSED oc vcccedecveciossens 
. Coronado 9 (MCA) KHOU-TV Sat. 9:30 
U. S. Marshal (NTA) KprRo-TV Tue. 9:30 .. 
Superman (Flamingo) KTRK-TV Mon. 5:30 


Life of Riley (CNP) KHOU-TV Mon. 6 
Lock-up (Ziv-UA) KPRO-Tv Wed. 9:30 


. Quick Draw McGraw (Screen Gems) 
MPOE-TV Bao. BiBO oc ccccccccccccccssces 
- Popeye (UAA) KTRK Fri. 5:30 .......... 
. Bugs Bunny (UAA) KTRK-TV Wed. 5:30 
- Bold Venture* (Ziv-UA) KTRK-TV Sun. 6 
. Death Valley Days (U. 8. Borax) 


mrao-tv The. 16 wncccvccessss 


- Tombstone Territory (Ziv-UA) 
smou-Ty The. 6:86 .... Pe ccoccccscsccsccs 
. Sea Hunt (Ziv-UA) KPRO-TV Tue. 10 


TOP FEATURE FILMS 


. MGM Theatre KPRO-TV 

Dek, 20:06-8S2B0 GO, occ ce vnicasccsavns 
. Academy Award Theatre 

KHOU-TV Sat. 10-12 mid. ......... 2006. 
. Early Show KuHovu-Tv Sat. 5-6:30 ......... 
. Academy Theatre KHOU-TV Sun. 12:30-2 
. Sunday Playhouse* KHov-TV Sun. 4-5:30 


TOP NETWORK SHOWS 


Waegen Brats BPRS occcccccessesecece 
The Real McCoys KTRK-TV ............-- 
The Rifleman KTRK-TV ...........-s00+0% 


Bat Tepe BPRS .ncsccvcecsecs 
Cheyenne KTRK-TV .........++es0: 
Gunsmoke KHOU-TV ........-0005+> 





77 Sunset Strip KTRK-TV ..........se00- 
Maelo Dard BIGOSG 6 kccc cc sccseccecces 
Red Skelton KHOU-TV .......-.sceeeee08 
Hawaiian Eye KTRE-TV ........ce00e00002 


MIAMI 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt (Ziv-UA) wrvs Fri. 7 ...... 


Rescue 8 (Screen Gems) wrvs Wed. 7 


. Shotgun Slade (MCA) wtvs Mon. 7 ..... 
Border Patrol* (Ziv-UA) wrvs Sun. 6:30 .. 
- Quick Draw McGraw (Screen Gems) 

WHER Dae. 8 nksccceecs cteecucendscaess 22 
. Huckleberry Hound (Screen Gems) 
WONT Tee, F ccncescceseseecsscescece 


Mike Hammer (MCA) wokT Thu. 7:30 


Four Just Men (ITC) wrvs Thu. 8 ....... 
Trackdown (CBS) wrvy Thu. 7 .......... 
This Man Dawson (Ziy-UA) wrvs Sat. 7 .. 
. Death Valley Days (U. S. Borax) 

WENT TUR, CiEe dnc ccc sessctesseccseses 
- Bold Venture* (Ziv-UA) wrvs Sat. 10 
- Popeye (UAA) wivs M-F 5 ........006- 
. Whirlybirds (CBS) wrvs M-F 5:45 ...... 
. Superman (Flamingo) WOKT Mon. 7 ...... 


TOP FEATURE FILMS 


. Big Ghow Wevs Das. F-BsBO .cccccessves 
Movie 7 woxT Wed. 5-6:45 ............ 
Movie 7 woKT Thu. 5-6:45 ............ 
Movie 7 woxT Tue. 5-6:45 oe's 
Movie 7 woxT Mon. 5-6:45 ..........-. 

TOP NETWORK SHOWS 
. Gunsmoke WTVJ .........+.+.-- 
Wagon Train WOKT ........ 
Perry Mason WTVJ ....... pave gasom 
Bob Hope* WCKT ....... Tiere rr 
Red Skelton wTvy ......... coceeeees 

» TD GeR® WHET cccccccccccccccscces 

. Father Knows Best wrvs ....... choles 

> MMOS WEUS ccccccccccsccccesvecscaces 

+ Diem Monk BisDepe WEST .4 ww ecw cccceccs 

. Rawhide wivs ........ abteepnneuewns 
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. Lock-up (Ziv-UA) wisH-Tv Mon. 7 
. Tombstone Territory (Ziv-UA) 
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1. Early Show wisu-tTv Wed. 5-6:30 
. Curly’s Cowboy Theatre* 
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INDIANAPOLIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 


WHIPS FE. OIGO ec Fe cndensesecs 


. Death Valley Days (U. 8. Borax) 


Wisu-Tv Sat. 7 ....... 


. Shotgun Slade (MCA) wLw-1 "Wea. tt 


Sea Hunt* (Ziy-UA) wisu-tTv Tue. 7 . 
Border Patrol (CBS) wisn-Tv Sat. 10:30 ..1 
Coronado 9 (MCA) wiw-! Fri. 10:30 


. Quick Draw McGraw (Screen Gems) 


WLw-t Wed. 6:30 ... 


wrem-Tv Thu. 7:30 ........ 


. Rescue 8 (Screen Gems) wLw-1 Fri. " 
- Mike Hammer* (MCA) wisH-Tv Tue. 7:30 . 


Man Without a Gun (NTA) 
WHEE Gah. OO cc ccccdescseveces 


. Whirlybirds (CBS) wisn-tv Fri. 7 
- Bold Venture (Ziv-UA) wiw-1 Thu. 7 


Silent Service* (CNP) wiw-1 Sun. 6 


TOP FEATURE FILMS 


WFBM-TV Sat. 12-2:15 


. Early Show wisu-tv Tue. 5-6:30 . 
. Frances Farmer Presents wrpM-tTv Mon. 5-6 


Early Show wisH-tv Fri. 5-6:30 ...... 
Late Show wisH-tv Sat. 11:15-1 a.m 


. Wallace Beery Theatre wuw-1 Sat. 1:30-3 


TOP NETWORK SHOWS 


. Wagon Train WFBM-TV ........ 
. 77 Sunset Strip WLW-1 ........ 
. Gunsmoke WISH-TV ........... 

. Red Skeiton wisH-Tv pee 
. Cheyenne wWLw-1 ... se bances 
. Lawman wWLw-! 

- Maverick wiw-1 

. Garry Moore wisH-Tv 

. The Real McCoys wiw-1 


Perry Mason WISH-TV ........ 


MILWAUKEE 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Rescue 8 (Sereen Gems) wrms-tTv Thu. 8 . 
- Manhunt (Screen Gems) wrms-tTv Thu. 9:30 26 


The Honeymooners (CBS) 
WTMJ-Tv Thu. 10:15 


. Huckleberry Hound (Screen Gems) 


WISN-TV Thu. 5 


. Whirlybirds (CBS) wrms-tv Sun. 9:30 
. Sea Hunt (Ziv-UA) wisn-tv Thu. 9:30 
. Citizen Soldier (Flamingo) 


Wisn-Tv Fri. 9:30 ........ 


. Death Valley Days (U. S Borax) 


WTMJ-TV Sat. 9:30 


. Three Stooges (Screen Gems) 


WISN-TV Sat. 12 n. ..... 


. Three Stooges (Screen Gems) 


WISN-TvV M, F 5 


. Shotgun Slade (MCA) wtrMs-Tv Tue 9:30 
. Superman (Flamingo) wisn-Tv Wed. 5 

. Air Power (CBS) wrms-tv Sun. 5:30 

. Quick Draw McGraw (Screen Gems) 


WHEE Bd. B cocsescccvese 


- This Man Dawson (Ziv-UA) 


WIMs-Tv Wed. 10:15 ...... 


. Colonel Flack (CBS) wrmy-tv Fri. 10:15 


TOP FEATURE FILMS 


. Saturday Night Theatre wrms-tv 
GR - GER SSS cneVeob scnpececncctutoces 23. 


Late Show witi-tTv Sat. 10-11:45 
Star Award Theatre wrms-Tv Sun. 1-3:30 


. Late Show witi-tv Fri. 10:15-11:45 


Late Show wiTi-Tv Mon. 10:15-11:45 .. 


TOP NETWORK SHOWS 
Bob Hope* wrMs-Tv ... 

Wagon Train WTrMJ-TV ..... 

77 Sunset Strip wisn-Tv 

The Real McCoys wisN-tTv 

This Is Your Life wrms-tv 

The Untouchables wisn-Tv . . 

The Detectives wisN-TVY 





. Red Skelton wiTI-Tv .......... 
. Ed Sullivan* witt-tv ........ = 
. Gunsmoke WITI-TV ............ 
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OUTSTANDING 
PUBLIC 
SERVICE 


WICS WCHU 
Is A FACT: 


It is our conviction and policy that, in 
addition to our function as an entertain- 
ment medium, we must justify our exist- 
ence by serving the community through 
local public service programs. With this 
dedication in mind we present: 


CAPITOL CONFERENCE 
Sunday 10:00 pm 
A panel type of show bringing to Cen- 
tral Illinois probing and provocative in- 
terviews with important political figures 
such as Honorable William G. Stratton, 
Governor of the State of Illinois, Honor- 
able Paul H. Douglas, United States 
Senator from Illinois, Joseph Lohman, 
Treasurer, State of Illinois and many 
others. 


EDUCATION TODAY 
Tuesday 5:25 pm 
This series is being prepared under the 
direction of the Superintendent of Pub- 
lic Instruction, and is presented by vari- 
ous high schools of Central Illinois. 


LET’S MAKE MUSIC 
Wednesday 5:30 pm 
This program is conducted by Edward 
Sach, Supervisor of Music for the Spring- 
field Board of Education, and is devoted 
to furthering the cultural development 
of children in the Springfield area, 
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Buyer’s Check List— 


New Stations 


KiFI-tV Idaho Falls, channel 8, has set an 
Aug. 9 target date for start of operations. 
Eastern Idaho Broadcasting & Television 
Co. is the grantee, and James M. Brady is 
president and general manager. Network 
affiliation has not been set as yet, nor has 
national sales representative been chosen. 

KRNM-TV are the call letters assigned to 
channel 10, Roswell, N. M., held by Roswell 
Telecasting Co. of Fort Smith, Ark. 

wWclv are the new call letters assigned to 
channel 4, Charleston, S. C. The Atlantic 
Coast Broadcasting Corp. previously held 
call letters WIMA-TV. 

wo.e-tv Aguadilla, P.R., channel 12, had 
an April 1 starting date for commencement 
of operations. Station (along with WSUR-TV 
Ponce) is an affiliate of WAPA-TV San Juan, 
and will cover the western area of the 
island. John G. Johnson is executive vice 
president, and Mariano Angelet Escudero is 
operations manager. National sales repre- 
sentative is Caribbean Networks, Inc. 


New Representatives 


Kswo-tv Lawton-Wichita Falls has ap- 
pointed Clarke Brown Co. as southern re- 
sales effective im- 


gional representative, 


mediately. 

KWTX-TV and satellite KBTX-Tv Waco have 
appointed Venard, Rintoul & McConnell, 
Inc., as national sales representative, effec- 
tive immediately. 


KxI-Tv Sherman-Denison-Ardmore has 


‘ appeinted Venard, Rintoul & McConnell, 


Inc., as national sales representative, effec- 
tive April 10. 

WALA-TV Mobile has appointed the Boll- 
ing Co., Inc., as national sales representa- 
tive, effective immediately. Clarke Brown 
Co. is southern regional sales representative. 


Station Changes 


Walla Walla has become a 
satellite of KNDO-tv Yakima and will be 
available to all ABC-TV advertisers at no 
charge when carrying off the air from 
KNDO-TYV. 


KNBS-TV 


KVER-TV Clovis, N. M., channel 12, is no 


| longer listed as an interconnected affiliate 


in CBS-TV’s Extended Market Plan. On 
April 1 the station became a no-charge, no- 
rebate satellite of KpUB-Tv Lubbock, Tex. 


Network Rate Increases 
ABC-TV: 


KABC-TV Los Angeles, from $3,300 to 
$3,700, April 1. 

KAKE-Tv Wichita, from $800 to $900, 
April 1. 

KHVH-TV Honolulu, from $350 to $400, 
April 1. 


KOMO-TV Seattle, from $1,250 to $1,400, 
April 1. 

KOvR-TV Sacramento-Stockton, from $650 
to $700, April 1. 

KPTV Portland, Ore., from $900 to $950, 
April 1. 

KTRK-TV Houston, from $1,200 to $1,250, 
April 1. 

KTUL-TV Tulsa, from $720 to $750, April 1, 

KTv1 St. Louis, from $1,450 to $1,550, 
April 1. 

KTVK Phoenix, from $500 to $550, April 1, 

wcus-tv Charleston, W. Va., from $750 to 
$800, April 1. 

wcys-Tv Bristol, Va.-Johnson City, Tenn, 
from $350 to $400, April 1. 

wrFit-tv Philadelphia, 
$4,000, April 1. 

WHBQ-TV Memphis, from $1,050 to $1,100, 
April 1. 

WHDH-TV Boston, from $2,650 to $2,800, 
April 1. 

WKOW-TV Madison, from $300 to $325, 
April 1. 

WLoF-tv Orlando, from $350 to $400, 
April 1. 

WLw-! Indianapolis, from $1,250 to $1,300, 
April 1. 

wMtTw-tv Poland Springs, from $550 to 
$600, April 1. 

WNEP-TV Scranton, from $500 to $600, 
April 1. 

wol-tv Ames-Des Moines from $650 to 
$700, April 1. 

weta Fort Wayne, from $450 to $475, 
April 1. 

WSIX-TV 
April 1. 

wsJv-tv South Bend-Elkhart, from $400 
to $425, April 1. 

wstv Steubenville, from $500 to $550, 
March 15. 

WTAE-TV Pittsburgh, 
$2,200, April 1. 

wtpa-Tv Harrisburg, from $325 to $375, 
April 1. 

WtTvH Peoria, from $500 to $525, April 1. 

WTvn-Tv Columbus, from $1,125 to $1,200, 
April 1. 

wtvw Evansville, 
April 1. 
CBS-TV: 


wesc-tv Charleston, S. C., from $400 to 
$425, April 1. 


$3,600 to 


from 


Nashville, from $800 to $850, 


from 


$2,000 to 


$500 to $600, 


from 


NBC.-TV: 

KPRe-TV Houston, from $1,400 to $1,500, 
April 1. 

wcys-tv Bristol, Va., from $350 to $400, 
April 1. 

WESH-TV Daytona Beach-Orlando, from 
$350 to $400, April 1. 

woal-Tv San Antonio, from $800 to $850, 
April 1. 
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Charlie Keys (l.) has become new 
general manager of Kvul-Tv Amarillo, 
and Bill Bailey (r.) operations man- 
ager, it has been announced. Mr. 
Keys has been in television eight 
years, most recently as commercial 


~—" << 
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and general manager of KOCO-TV 
Oklahoma City. Mr. Bailey has been 
in broadcasting 17 years, for the past 
year and one-half as operations man- 
ager of KOCO-TV. 


| noted here in February, MOBILGAS and 
| MOBIL-OIL came back with a 96-market 
buy that started at the end of March and 
the first of this month, depending on the 
area. May 14 is the cut-off date on the 
placements, with minutes, 20’s and ID’s 
running in nighttime slots. Joe Burbeck 

| and Bob Stone are the buying contacts. 


| STROEHMANN BROS. 
BAKERY 
| (Ellington & Co., Inc., N. Y.) 


A six-week schedule of filmed minutes and 
20’s will begin this month in a group of 
selected markets in Pennsylvania and 
western New York for STROEHMANN 
bread. The animated spots feature “Grampa 
Stroehmann” and his little granddaughter. 
Dan Kane is the timebuyer. 


TEXAS CO. 


(Cunningham & Walsh, Inc., N. Y.) 
Following its usual procedure, TEXACO 
comes in again early next month for a 
spring drive consisting of four weeks of 20’s 
and some minutes in about 90 markets. Bill 
Santoni is the buying contact. 


THAYER LABORATORIES, 


Div. Revlon, Inc. 


(Shaller-Rubin Co., Inc., N. Y.) 

An antacid tablet branded DELIMINE 
receives brief schedules in scattered 
markets early this month. Day and night 
minutes and 20’s will run for about three 
weeks. Media director Jean Coury is the 
buying contact. 





TIDEWATER OIL CO. 
; i| (Foote, Cone & Belding, Inc., L. A.) 
2 on Us COVERAGE. : On the west coast, the gasoline firm broke 


late last month with its spring-summer 
campaign on a new additive in its FLYING 
A brand. Tv spots in peak evening periods 


WR { P ; ?. run in major markets in California, 
Washington, Oregon, Nevada, Arizona and 
chann el Hawaii. A differently themed drive will 


BRATTLEB ORO, VT. start this month in the firm’s territories in 


GREENFIELD, MASS., KEENE,N.H. 13 eastern states. Account executive Ted 


McDonald and media director Gene 
aK G.P HOLLINGBERY HAS DETAILS Duckwall are the contacts. 
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WM. WRIGLEY JR. CO. 


(Arthur Meyerhoff Assoc., Inc., 
Chicago) 

With the trade having learned that 
WRIGLEY gum will boost its ad 
expenditures this year over '59’s estimated 
$9 million, and with future plans involving 
a greater use of spot tv, reports have it that 
April 1 was the starting date for new 
26-week schedules of filmed minutes in 
selected top markets. Both Spearmint and 
Doublemint gum will be featured in time 
slots to reach family and teen-age 
audiences. Fran Goldfine is the timebuyer. 





TvB Clinics 


Seventeen sales clinics empha- 
sizing the problems of local ad- 
vertising have been planned for 
1960 by the Television Bureau 
of Advertising. 

The sessions will be defined 
in terms of a typical department 
store, but will relate to all local 
accounts with specific applica- 
tion to retailing. The programs 
have been carefully mapped out 
to show station people how to de- 
termine the best local prospects, 
how to study the prospect and his 
business before seeing him and 
how to create a television plan, 
prepare the presentation and fol- 
low through. 

Beginning on May 3 at the 
King Cotton Hotel in Greens- 
boro, the 17 meetings will be 
held: May 5, Dinkler Plaza, At- 
lanta; May 10, McAllister, Mi- 

mi; May 12, Shamrock-Hilton, 
Houston; May 17, Leamington, 
Minneapolis-St. Paul; May 17, 
Muehlebach Towers, Kansas 
City; May 19, Ambassador East, 
Chicago; May 19, Skirvin, Okla- 
homa City; May 24, Sheraton, 
Rochester; May 24, Sheraton- 
Belvedere, Baltimore; May 26, 
Sheraton-Plaza, Boston; May 26, 
Sheraton, Louisville; June 2, 
Statler-Hilton, Detroit; June 7, 
Cosmopolitan Western, Denver; 
June 9, Sheraton West, Los An- 
geles; June 14, St. Francis, San 
Francisco; June 16, Olympic, 
Seattle. 

In addition, TvB will hold 
three morning meetings for sta- 
tion representatives: May 20, 
Chicago; June 1, New York; 
June 10, Los Angeles. 
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All is calm, all is bright. In Amer- 
ica we worship as we please, in 
peace. 


But like so many precious 
things, peace doesn’t come easy. 
Peace costs money. 


Money for strength to keep the 
peace. Money for science and edu- 
cation to help make peace lasting. 
And money saved by individuals. 


Your Savings Bonds, as a direct 
investment in your country, make 
you a Partner in strengthening 
America’s Peace Power. 


HELP STRENGTHEN 
AMERICA’S PEACE POWER 


BUY U.S. 
SAVINGS 
BONDS 


The U.S. Government does not pay for this advertising. 


The Treasury Department thanks, for their patriotic | 


donation, The Advertising Council and this magazine. 


sult of a multi-million-dollar deal 
consummated last month between the 
network and the Gillette Safety Razox 


| Co. and involving an expansive sports 
program that includes boxing and pro 


football, ABC-TV will add its own 
baseball game-of-the-week presenta- 
tion this season to the existing two. 

With Gillette picking up the bill, 
the network will televise 25 major- 
league games on Saturday afternoons. 
The contests will begin at 4 p.m., 
thus avoiding a conflict with the CBS 
and NBC games, which are on oppo- 
site each other earlier in the after- 
The ABC-TV schedule gets 
under way, like the others, on April 
16. 

Because of the 


noon. 


ABC-TV -Gillette 
pact, fans of the San Francisco Giants 
who live outside of a 50-mile radius 
of the Golden Gate and of other 
major-league cities will be able to see 
the club in televised action for the 
first time since it left New York’s Polo 
Grounds at the end of the 1957 sea- 
son. For the past two years the Giants 
have not televised any of their games 
into (the 11 home 
games they play with the Dodgers are 
carried over KTTV Los Angeles), and 
this policy remains in effect, but this 
year 13 of the team’s Saturday-after- 
noon home contests will be aired as 
part of the ABC-TV 25-game Gillette 
package. 

The sponsor line-up for the NBC- 
TV and CBS-TV week-end series— 


which, as in former years, will be 


San Francisco 


blacked out in major-league markets 
and in certain other areas restricted 
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1959 All Star Games 


Nielsen 
Total Audience* 
Homes Reached 


(000) 
12:45-3:40 p.m., 
Tuesday, 
July 7 11,570 
6:45-9:50 p.m., 
Monday, 
August 3 17,489 


* Homes viewing for 6 min. or more. 


Source: Nielsen Tv Index 











by major-league team agreements— 
remains the same as in 1959 for both 
networks. General Mills, Falstaff 
Brewing, Colgate-Palmolive and State 
Farm Mutual Insurance will continue 
to carry the financial ball for CBS- 
TV’s Game of the Week, while NBC- 
TV’s opposite number will again be 
backed by Bayuk-Phillies 
carrying half of each game on the full 
and by 


National Brewing and Genessee Brew- 


cigars, 


network, Anheuser-Busch, 
ing on a regional basis. 

Gillette, one of the first and most 
loyal advocates of sports broadcast- 
ing, will once more foot the cost of 
bringing to the country’s tv viewers 
the annual diamond epics—the World 


Series and the All-Star games—under 


a contract calling for this sponsorship 
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from 1957 through 1961. The com- 
pany’s total investment for the five 
years is $16,250,000, or $3,250,000 
annually. NBC owns the rights to 
these games and has been airing the 
seasonal wind-up since 1947 and the 
All-Star games since 1950. 

That all this continued intense ad- 
vertiser interest in televised baseball 
—an interest that this year falls just 
short of the $40-million mark—has 
its roots in solid fact is clearly re- 
vealed in the results of a four-part 

| study of baseball viewing prepared 

| expressly for TELEVISION AGE for the 

| second successive year by the A. C. 
Nielsen Co. 

In a comparison of baseball view- 
| ing during September 1959 and regu- 
lar viewing during March 1959 in 
corresponding time periods in three 
| multi-station markets, the findings 

were significant in again underscor- 
ing the vast audience that accrues to 
televised ball games. 
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Nielsen Survey 


According to the Nielsen survey, 
the average share of audience for 
Saturday afternoon in New York, 
Chicago and Detroit in September, 
| with both major-league campaigns 
| coming down the home stretch, was 
_ 35, 65 and 81, respectively, as against 

7, 19 and 35, also respectively, for the 

same time slot in March when no 
| baseball was televised. The same 

story, in varying degree, was repeated 
| for Sunday afternoon and weekday 
evening in New York and Chicago, 
with only weekday afternoon in the 
latter city showing a fraction less ball- 
| game viewing in September than 
| regular viewing in March—29 to 30. 

The figures were also appreciably 
higher for pre- and post-game shows, 
as compared with programming in 
these time periods during the non- 
baseball season, with only Chicago 
indicating less pre-game viewing in 
three time segments and less post- 
game watching in one (see chart, 
“Baseball Vs. Regular Viewing,” for 
detailed comparative figures on game 
and non-game telecasts). 

The first Saturday Game of the 
Week in July last year registered a 
Nielsen total audience of 3,471,000 
homes, and the first Saturday game in 
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August a slightly larger total of 
3,916,000, for a two-month average of 
3,694,000. For the first Sunday games 
in July and August the homes reached 
were 4,406,000 and 4,361,000, respec- 
tively, making for an average of 
4,384,000 for the pair of contests. 

Last season’s two All-Star games 
reached 11,570,000 tv homes on Tues- 
day, July 7, and 17,489,000 on Mon- 
day, Aug. 3, according to the Nielsen 
Tv Index, which also lists a total of 
32,085,000 different homes reached 
by the five 1959 World Series games 
played on weekdays—an increase of 
1,965,000 over the °58 figure of 
30,320,000. In each instance the aver- 
age home saw part of at least three 
games. 

The largest number of tv homes 
reached during the telecasting of the 
six °59 World’s Series frays between 
the Los Angeles Dodgers and the Chi- 
cago White Sox was, according to 
Nielsen figures, 24,297,000 for the 
third (Sunday) game, with the total 
for the fifth contest on Tuesday only 
slightly behind at 24,075,000. The top 
1958 World Series figure was 22,- 
533,00, also achieved on a Sunday. 
The lowest °59 tally was registered for 
the second game on Friday, unlike 
1958, when the smallest number of 
homes reached was chalked up for the 
fifth game, played on a Monday; the 
respective totals were: "59—16,154,- 
000; *58—16,791,000. 

These soaring home-audience fig- 
ures for televised ball games would 
seem to lend weight to the argument 
of those who contend that video is 
strictly the villain of the piece when 
it comes to attendance at the ball 
parks. But a close appraisal of over- 
all attendance totals for both major 
loops over the past four years would 
seem to signify that in the long haul 
television has, if anything, helped 
rather than hurt the gate. 

Although National League attend- 
ance fell off last season—by a mere 
170,071—and the American League 
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turnstile count went down by a not- 
so-mere 907,184 in 1958, the com- 
bined totals for both circuits have 
shown increases for each year since 
1956. The figure for that year was 
16,543,250; the following season it 
was 17,013,699, a rise of 470,449; in 
1958 the aggregate total went to 
17,453,630, an increase of 439,931, 
and last year it took the biggest jump 
of all—to 19,143,699, a leap of 1,- 
690,069. Total combined attendance 
rise for the three years: 2,600,449. 
Those who look at the subject of 
attendance objectively recognize that 
there are aspects and variables which 
would appear to have a greater bear- 
ing on box-office figures than tele- 
vision or any other single factor. In 
1958 National League attendance rose 
by more than 1.3 million over the pre- 
vious season’s total, while the Amer- 
ican League, whose teams televised 
111 more games than did those in the 
senior loop, suffered the 900,000-plus 


setback noted above. 


But in 1959 attendance at National 
League parks decreased from 10,164,- 
596 to 9,994,525—inconsequential, 
perhaps, but nonetheless a drop— 
while the A.L., which increased its 
televised games by 20 for a total of 
131 more than the N.L., instead of 
showing further turnstile losses there- 
by, came up with a considerable and 
significant gate increase of 1,860,140 
over 1958. 


Such attendance vagaries from 
season to season would seem to make 
it logically difficult to lay the credit 
for increases—or the blame for de- 
creases—at any one particular door. 
And whatever the pros and cons re- 
garding the relationship between 
telecasting ball games and gate re- 
ceipts, the indicative thing is in the 
variegated use of video by each team 
and the manner in which each club 
molds its tv coverage to fit its own 
particular local conditions and needs. 

During the season just about to get 
under way, of the total 687 games to 
be televised (not including the net- 
work games-of-the-week), 333 home 
encounters—10 less than in 1959— 
and 354 road contests—28 more than 
last year—will be aired by the 14 
clubs using the medium. The score- 
board for the two leagues reads as 





1959 World Series 


Nielsen 
Total Audience* 
Homes Reached 
(000) 
Thurs., Oct. 1 16,421 
Fri., Oct. 2 16,154 
Sun., Oct. 4 24,297 
Mon., Oct. 5 23,140 
Tues., Oct. 6 24,075 
Thurs., Oct. 8 18,868 


Total number different homes . 
reached by 5 weekday games: 
32,085,000 


Average home saw part of at 
least 3 games. 


* Homes viewing for at least 6 min. 


Source: Nielsen Tv Index 











follows: National—124 home frays, 
152 away; American—209 at-home 
games, 202 on the road. The 276 N.L. 
total and the 411 A.L. aggregate give 
the latter loop the numerical tv 
championship by 135 games, an in- 
crease of four over last year. 

Unlike last season, when the two 
Chicago teams, the Cubs and the 
White Sox, telecast no road games, 
this year finds every one of the 14 
clubs airing some of its contests while 
away from its own park. The White 
Sox will televise 43 home games and 
12 road night games for a total of 55 
telecast from or into Chicago; last 
year the Sox aired 54 games, all of 
them from Comiskey Park. This sea- 
son’s 43 home stanzas will all be day- 
light sessions; the team has not tele- 
vised home night games since 1949 
and intends to continue that policy. 

All of the Chicago Cubs’ 77 home 
games are to be televised, as in the 
past, and to this repeat of Cub policy 
a new dimension will be added— 
color. In addition to telecasting every 
game from Wrigley Field in color, 
the Cubs are further departing from 
tradition this year by airing five of 
their road games, where previously 
they did none. 

Speaking for the club, Don Biebel, 
its director of public relations, says: 
“We feel that the televising of our 
games is an integral part of any 


sports-coverage program. Any rela- 
tionship of tv to the gate is undeter- 
minable, as this is based strictly on 
the position of your team in the 
league standings. We feel, however, 
that the televising of a limited num- 
ber of games helps to keep interest 
alive when the club is not at home.” 

Also climbing aboard the color 
bandwagon are the Cincinnati Red- 
legs. A schedule of 53 games, similar 
to last year, will be aired, 23 at home 
and 27 away, with three additional 
games to be selected for telecasting as 
the season progresses and the pennant 
race develops. All 23 home contests, 
both day and night, will be viewed in 
color. Making tint telecasting possible 
at night will be the revolutionary new 
tube developed by the Crosley Broad- 
casting Corp. for use under normal 
lighting conditions. Says Redlegs gen- 
eral manager Gabe Paul: “Television 
properly controlled can be utilized to 
stimulate attendance. It is too power- 
ful a medium to waste.” 

The same four teams which last 
year permitted none of their home 
games to be carried on television are 
following a similar pattern for the 
1960 season. According to A. E. Pat- 
terson, public-relations director for 
the Los Angeles Dodgers, the team is 
telecasting “as many away games as 
we have been able to set up with our 
sponsors, and we believe, generally, 
that road television is a good thing.” 
The 11 road games the club will play 
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with the Giants will be aired from 
San Francisco’s Candlestick Park. 

Ten away games will be televised 
by the Kansas City Athletics, with no 
home meetings scheduled for the 
airwaves—the same plan the team fol- 
lowed in °59. Home games are like- 
wise not on the agenda once again for 
both the St. Louis Cardinals, who will 
confine themselves, as last year, to a 
schedule of 40 road telecasts, and the 
Pittsburgh Pirates, firm believers in 
an away-games-only policy, who will 
be televising 30 of their road clashes, 
six more than a season ago. 

The Philadelphia Phillies are down 
for 60 telecasts this time out, four 
short of "59—24 of them emanating 
from Connie Mack Stadium, the re- 
maining 36 from the road. Of the 
latter, 22 will be week-end day games, 
with 14 played under lights, as 
against 12 such last year. 

“We believe that the over-all effect 
of television is beneficial,” states 
George A. Fletcher, secretary of the 
Phillies. “While attendance at indi- 
vidual games when the weather is 
threatening may be damaged, the in- 
terest aroused by the telecast more 
than compensates for this temporary 
loss. We feel that the telecasting of 
our road games is particularly bene- 
ficial, since this sustains interest in 
the club while it’s away from home.” 


Braves Still Adamant 


Rounding out the 1960 National 
League video picture, the Milwaukee 
Braves again this season have re- 
fused to succumb to the lure of a 
lucrative tv-rights sale, despite the 
fact that their °59 attendance was the 
lowest since 1954 and showed a drop 
of more than 200,000 over 1958. 

“Proponents of the advantages to 
club owners of televising at least a 
part of their schedules might, in fact, 
make an acceptable case out of the 
Braves’ recent attendance history in 
relation to the team’s adamant no- 
video strategy. Backed solidly and en- 
thusiastically by the Milwaukee citi- 
zenry when the club moved there 
from Boston, the Braves went over 
the two-million mark at the gate for 
four successive years—until 1958. 

The season before last Milwaukee’s 
receipts slumped from a 1957 peak 


116 April. 4, 1960, Television: Age 


of 2,215,404 to 1,971,101—a decline 
of almost a quarter-of-a-million. Last 
year the turnstile descent continued to 
1,747,112. Had the team taken a nose 
dive in league contention over the 
past two or three seasons, the drop in 
attendance might have been a corol- 
lary, but the Braves, far from falling 
apart on the field, finished second in 
*56, took the N. L. pennant the two 
following seasons and wound up be- 
hind the flag-winning Dodgers last 
year. 

In the American League, the New 
York Yankees, with 124 games—one 
more road tilt than in °59—slated for 
home-screen scrutiny, are again the 
undisputed champions of the elec- 
tronic circuit, even it in ’59 they failed 
for the first time in several seasons to 
come out on top on the field. Once 
more al! 77 games from Yankee 
Stadium will be aired, with 47 road 
contests to be televised on a continu- 
ing pattern of Tuesday and Friday 
nights and virtually all Saturday and 
Sunday afternoons. 

Although asserting that “we have 
no formal comment to make on the 
effects of television coverage,” Rob- 
ert O. Fishel, speaking for the New 
York club, goes on to say that “ob- 
viously we are satisfied that the com- 
pensation received and the promo- 
tional value accrued offset at least to 
some extent the possible revenue loss 
because of the fans who stay home to 
watch the telecasts.” 

The only serious backsliding in the 
ranks of televised baseball last year 
was provided by the Washington 
Senators when they drastically re- 
duced their °58 tv schedule of 24 
home and 24 away games (30 of 
which were also beamed to Balti- 
more) to a paltry eight and five, re- 
spectively, in °59. The reason given 
for the curtailment at the time was “to 
find out what effect, if any, extensive 
telecasting has on home attendance.” 

Curiously enough, in view of an 
attendance jump of 140,084—from 
475,238 in °58 to 615,372 in the 
team’s virtually video-less °59 season 
—the Senators are about doubling 
their tv line-up this year, with a dozen 
home games scheduled, plus the same 
number of -road telecasts. All the 
games will be aired on week-ends, ex- 


cept for a Memorial Day double 
header. 


Road Tv Important 


Lee MacPhail, president and gen- 
Baltimore 
Grioles, feels that “television cover- 


eral manager of the 


age of road games is important,” and 
toward that end the club will air 36 
of its away games, as against only 11 
home sessions. A season ago three 
less road encounters were offered to 
tv viewers, but 10 more telecasts were 
done from Memorial Stadium. 

The Cleveland Indians and the Bos- 
ton Red Sox will be following the 
same tv plans this year as last, almost 
to the game. The Tribe will be seen 
in televised action on their home field 
in 13 games, identical with last sea- 
son, and on the road in 41 contests, 
one more than in 59. The Red Sox 
have scheduled a 29-26 home-away 
ratio, two games more than last year 
in each department. 

The remaining American League 
club, the Detroit Tigers, is reversing 
its pattern somewhat for this outing. 
The team has doubled the number of 
home frays it will telecast and has de- 
creased its air exposure while on the 
road. Twenty-four games instead of 
12 will originate in Detroit, while 
18 rather than 28 sessions will be 
beamed back as the team travels 
around the A.L. circuit. 

All in all, and regardless of those 
video factors which may have a very 
real beneficial or deleterious effect on 
baseball’s take at the gate, there can 
be little doubt that television plays 
an important part in bringing the 
national pastime to the attention of 
myriad devotees of the sport who 
lack the opportunity to visit a ball 
park personally or regularly. 

And when the new third major 
loop, the Continental League, whose 
target date is the summer of "6l, 
comes to fruition, there will be eight 
additional teams to titillate the base- 
ball palate of that part of the popu- 
lace which, out of necessity or choice, 
gets its ball-and-bat kicks electronical- 
ly—and to bring additional adver- 
tisers into the diamond fold to join 
those who season after season find 
one of their most rewarding selling 
tools in televised baseball. 





this is 
Magoo 
talking... 


... from INSIDE MAGOO. That’s a movie I just made for the 
American Cancer Society—for their April Crusade. 

In the movie I learn I can’t be near-sighted about cancer. Too dangerous. 
Got to look ahead. Got to fight cancer with regular checkups. And checks, 
too. Fighting cancer costs money. 

The movie runs 14:30 minutes. But you can get a quick look at all the 
Society’s TV material—including me and other famous people— 

in only 17 minutes. On a special presentation reel MC’d by Ralph Edwards. 
Listen to the radio material, too. Big stars in short important messages 
and announcements. Music spots too, with name artists, for deejay show 
or as 5-minute specials. 

A local representative of the ACS will contact you. Look and listen. 

Be kind to your audiences. Program the Society’s material. 


©1959, UPA PICTURES, Inc fF 
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Wall St. (Continued from page 96) 
panies. It’s probable that the present 
industry complex of hundreds of com- 
panies will be whittled down by 
mergers, acquisitions and failures 
until a few giants emerge. 

At the same time, it’s unlikely that 
the price-earnings ratio of electronic 
securities will continue to climb at 
the rate of the past decade. Many 
electronic stocks were selling at 14 
times earnings in 1958. By late 1959 
the ratio had risen to 25 times earn- 
ings. As some of the companies find 
the cost of research too heavy, it will 
be reflected in profits, and when earn- 
ings dip, investor confidence will be 
shaken to an extent that will probably 
depress the high price-earnings ratios. 

The ones that have the strength to 
meet the competition and continue 
their research activities will un- 
doubtedly gain in investment status. 
Both Radio Corp. of America and 
the Columbia Broadcasting System 
seem to have the experience and man- 
agerial ability to come through such 
a period without any impairment of 
their investment appeal. 


Both companies have a big stake in 
the entertainment side of the elec- 
tronics business. RCA has made and 
will make continuously bigger strides 
in the other applications of the indus- 
try, and CBS has taken steps to move 
deeper into industrial electronics. The 
consumer side of their business—tv 
sets, phonographs, radios and the 
like—will continue to have a steady 
growth, though it is not expected to 
match the dramatic thrust of the past 
decade. 


SET-OUTPUT FIGURES. The indus- 


try’s highest output of tv sets was 
reached in 1955, when 7.4 million 
units were produced. In 1959 they 
totaled 5.8 million sets, a jump of 
700,000 over the previous year. The 
market for original sets is likely to 
be almost in ratio to the formation of 
new families, and the replacement 
and second-set market is promising 
enough to keep the output climbing 
steadily. In the current year, for ex- 
ample, it’s estimated in Wall Street 
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that 1960 output may touch 6.3 mil- 
lion sets. 

Phonograph output—a segment of 
the industry that was brought alive by 
the development of stereo—hit 4.3 
million units in 1959, an increase of 
300,000 over the 1958 figure. This 
increase is modest, explained partly 
by the fact that the public is still 
learning the purpose and mechanics 
of stereo sound. Finally, output of 
radios hit 15.6 million, a healthy in- 
crease of 24 per cent over the 1958 
figure, and the best year for the in- 
dustry since 1948. 


It should be noted that in all three 
products the trend is to upgrade the 
product, both in quality and in price. 
Portable tv sets are improving, and 
last year the average dollar price at 
factory level was the highest in five 
years. Obviously, in the stereo field 
the unit price is higher because the 
equipment is more expensive. In 
radio there is a trend to more expen- 
sive hi-fi sets, or at least toward sets 
capable of receiving both am and fm 
frequencies. The only problem for the 
consumer segment of the industry is 
the threat posed by lower-priced im- 
ports. The Japanese are obviously 
able to produce such consumer items 
at much lower costs, and within two 
to three years this may pose a serious 
price problem for the industry. 


SIDELIGHT ASPECT. A sidelight 
aspect of the industry’s potential lies 
in the market for parts, tubes and re- 








placements. Consumer expenditures 
for such items scored a 28-per-cent 


gain last year, and there is every in- . 


dication that this growth will con- 
tinue at a pace greater than that of 
the industry’s prime production. 

The military demand for electronic 
output hit some $4.5 billion last year, 
a jump of about 10 per cent over the 
previous year. Since most of such ex- 
penditures are tied into the defense 
program, it’s hard to forecast what 
the outlook is at the moment, when 
the whole world is listening to dis- 
armament conferences. H o wever, 
there’s no doubt that the demand for 
electronic equipment in the military 
set-up — particularly in connection 
with the space field—will increase, so 
that even if the military budget should 
remain stable or decrease, the elec- 
tronic segment of the defense pie will 
increase. Thus in 1960 it’s easily ex- 
pected to hit $5 billion. 

The industrial side of the industry 
is still in its infancy but is about to 
make its most remarkable gains. In 
1959 the industry volume totaled 
about $1.5 billion. The accelerated 
trend toward automation is expected 
to give a further boost in sales. Best 
estimates are that this side of the in- 
dustry should reach between $1.7 
billion and $2 billion this year. 

The investor, then, is assured that 
the industry will continue to grow, 
but he will have to be discriminating 
in his selection of the one aspect of it 
in which he will risk his money. 





the facts! 


WASHINGTON ATLANTA 





In appraisals, the 
combined experience 
of the staff at Black- 
burn & Company is 
measured in cen- 
turies—not years. For 
appraisals, contact: 


RADIO - TV - NEWSPAPER BROKERS 


— CHICAGO — BEVERLY HILLS 
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The United States Senate has confirmed the Presidential re-appointment of Sigurd §. 
Larmon, chairman of the board of Young & Rubicam, Inc., as a member of the United 
States Advisory Commission on Information for a term of three years, expiring Jan. 27, 
1963. This is Mr. Larmon’s third term on this five-man commission, which was created by 
an Act of Congress in 1948. The Y&R board chairman also is vice president and trustee of 
the National Probation and Parole Association, a director of the New York Convention 
and Visitors Bureau and a trustee and member of the executive committee of the United 
States Council of the International Chamber of Commerce. Mr. Larmon entered advertising 
in 1925 as an account executive with N. W. Ayer, joined Y&R in 1929 and was president 
and board chairman from 1942 to 1958, at which time he relinquished the presidency. 












Bryan Houston has been elected president of Fletcher Richards, Calkins & Holden, 
Inc., succeeding Fletcher R. Richards, who will continue in the active management of the 
agency as chairman of the executive committee. Mr. Houston had been vice chairman of 
the board and general manager since the merger of Bryan Houston, Inc., with FRC&H last 
July; he served as board chairman at his own agency until the consolidation. A native of 
San Antonio, Mr. Houston started his career in the oil business, and subsequently held 
key executive positions with the Tidewater Oil Co. and Standard Oil of Ohio. He later 
entered the advertising business and became a vice president at Young & Rubicam, follow- 
ing which he was executive vice president and general manager of Pepsi-Cola and executive 
vice president of Lennen & Mitchell. 








BBDO has announced the election of Alan S. Perry (1.) and 
Richard B. White (r.) as vice presidents. Mr. Perry joined the 
agency in February as an account group head. A graduate of 
Bowdoin College and Harvard’s Graduate School of Business 
Administration, he has served with Young & Rubicam, Dancer, 
Fitzgerald-Sample and Doherty, Clifford, Steers & Shenfield. Mr. 
White came to BBDO in 1955 as an assistant account executive, 
was named an account executive the next year and an account 
group head in 1958. He is a graduate of Yale University and lives 
in New York City. Mr. Perry resides in New Canaan, Conn. 





Sydney W. Morrell has been named executive vice president of Communications Affili- 
ates, Inc., the affiliated service organization of McCann-Erickson, Inc., with special divisions 
for research, sales promotion and public relations. Mr. Morrell has been vice president in 
charge of public relations for the International Telephone & Telegraph Corp. and has had 
extensive international experience in corporate research and promotion. Before joining 
IT&T in 1957 he was general public-relations manager in Detroit for the Ford Motor Co. 
and prior to that a partner in Earl Newsom & Co. Mr. Morrell began his career in 1930 
as a reporter for the Daily Herald in Manchester, England. He was later a foreign corre- 
spondent for the London Daily Express, with posts in Vienna, Budapest, Prague and 
various cities of the Middle East. During the war he was with the OSS and the OWI. 














Walter H. Wright has joined Geyer, Morey, Madden & Ballard, Inc., as vice president 
and a member of the agency’s team of specialists in the marketing of package goods, it has 
been announced by president Sam M. Ballard. Mr. Wright will also be account executive 
for the household-products division of B. T. Babbitt, Inc., which has named GMM&B its 
agency for all divisions, effective May 18. For the past two years Mr. Wright had been 
vice president and account executive at Brown & Butcher, Inc., and before that he served 
as associate director of merchandising at Lennen & Newell, Inc., for a year. Earlier in his 
career, he was with the William Esty Co. for six years as assistant director of merchandising 
for a variety of package-goods accounts. Prior to his association with the Esty agency, he 
had been assistant to the merchandising director at Quality Bakers of America, Inc. 
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WAKE UP! 


Open your eyes to the facts about the 
Rochester, Minnesota Market. 


Rochester, Minnesota is the fastest 
growing metropolitan market in Min- 
nesota with a consumer spendable in- 
come of $886 million. 


You can reach this market with KROC- 
TV that delivers 70% sign-on to sign- 
off share of audience. 


Join the wide-awake, alert advertis- 
ers who are using KROC-TV. 


The Meeker fellows will give you all 
the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S$. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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meuemn sos In Camera 


“What happened to television view- 
ing at my house should not be ignored 
by the industry,” writes a reader who 
signs himself, “A PRO—Pioneer Re- 


ceiver Owner.” 


“My wife and I finally succumbed 
to the anti-tv forces rampant in the 
land,” the letter continues. “We said 
to ourselves that if tv is, as its critics 
say it is, full of too much violence, 
mayhem and downright trash, we had 
better steer our sub-teen-age children 
away from it. So, we declared tv view- 
ing off-limits to the small ones. 


“What can we do instead?’ the 
children asked. Accordingly, my wife 
and I mapped out a media program 
for them, one that we felt would keep 
them away from the debilitating in- 
fluences of the tv medium and its 
violence, mayhem and downright 
trash. 


“We first exposed them everyday 
to the daily newspapers. They eagerly 
read the front-page stories and soon 
became well informed on such mat- 
ters as the Finch trial, the triple mur- 
ders of three Chicago women, teen- 
age dope rings, planting bombs in 
airlines and hit-and-run driving fa- 
talities. 


“We then, as further tv insulation 
for our loved ones, felt they should 
know how the magazine medium 
covers the current scene. We bought 
them subscriptions to Confidential, 
Playboy and three or four such others 
with large readership. I must say that 
the kids just ate up this reading. Our 
eldest boy soon became addicted to 
cutting out magazine dolls. 


“And, finally, we felt that our chil- 
dren, for whom nothing is too good, 
should be subjected to the highest 
medium of communication culture: 
books. (Certainly no group is more 
vehement in its objection to tele- 
vision nor more fervent in its com- 
mendation of books as a fitting and 
proper influence than those connected 
with publishing. The mark of a true 


egghead is an antenna-less roof.) 


“Thereupon, we supplied our tots 
with a sampling of the current best 
sellers. I must report that my daugh- 
ter was enchanted by Lolita. My son 
was so delighted with Lady Chatter- 
ly’s Lover that he wanted to send a 
copy to his pen pal, a Korean orphan. 
I, of course, had to remind him that 
this great masterpiece could not be 
sent through the mails. In protest, my 
son burned his stamp collection. 


“Right now both children are alter- 
nating reading Peyton Place aloud to 
each other, since they missed the 
movie. I offered to take them to see 
the movie when it happened to be 
playing a return engagement in a 
nearby neighborhood, but they re- 
fused. Why, they protested, should 
they see the movie when they could 
read the book and get the full story 
before it was softened down? 


“Tt was then that my wife and I 
really became worried. Suppose, we 
asked each other, our children should 
grow up and refuse to watch old 
movies on The Late Show? What will 
happen to them? And, what’s more 
critical, what will happen to the movie 
moguls who own all of these treas- 
ures? Let alone what will happen to 
the television industry? 


“So you see why we are concerned? 
And why we say that what is happen- 
ing at our house is something that 
concerns the entire tv industry? 


“You've got to clean up news 
papers, magazines and books and rid 
them of all of that violence, mayhem 
and downright trash. If you don't 
you'll find what happened in our 
house will happen at every house in 
this country. Our kids now refuse to 
turn tv on. Or, if it is turned on, they 
refuse to look at it. They merely bury 
their noses deeper in their news 
papers, magazines and books. They 
claim that, compared to their iy 
tv is too tame, mild and uplifting, an 
they want no part of it.” 4 
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BARNEY BEAR 
CAPTAIN & THE KIDS 


SCREWBALL SQUIRREL - BOSKO - LITTLE CHEESER 
and other favorites 
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SCREWBALL SQUIRREL UTTLE CHEESER 





Rich rating rewards are yours when you dip 
into this fabulous treasure chest of M-G-M cartoons . . . featuring a host of 
laff-a-minute favorites created by such top-flight CONTACT US AT THE 
animators as Tex Avery and Hanna & Barbera. NAB CONVENTION 
Every M-G-M cartoon offers top-quality, ROOM 2406, CONRAD HILTON HOTEL 
full animation, more visual excitement, more 


hilarious situations, and more fabulous sight gags. 
Watch those ratings zoom when one youngster 
tells another that your channel is programming 
these fun-packed M-G-M cartoons! 


division of Metro-Goldwyn-Mayer Inc. 
1540 Broadway—New York, N. Y. 




















INTRODUCING. 


The new WTCN Gop 
Twins. They'll Bring y¢ 
Exciting News of WTC 

in the months ahez 


Watch for the WTCN gopher twins 
call your Katz man for availabilit 
in the Twin Cities on WTCN ra 


and television. 





TWIN CITIES 


Wwten ns 


ABC STATIONS FOR MINNEAPOLIS - ST. P. 
Represented Nationally by the KATZ Agency 











